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Abstract
Human society is faced with a changing climate, which will affect the economies of 
every region of the world, including Thailand. One of Thailand’s strategies on climate 
change is to call upon the public to take actions towards climate change with the 
media between government and the public to provide a key link by communicating 
climate change issues to the nation. Therefore, this research analyses the role and 
contribution of the media, in particular the national broadsheets and television 
stations.
This research has developed a theoretical framework to investigate why and how the 
media communicates climate change news to the Thai public and how the public 
responds to climate change issues. This research employed two main methods: 
interviews and a questionnaire survey. Thirty interviews with journalists from four 
Thai newspapers and six television channels were conducted to examine the 
process of producing climate change through the newsroom. In order to study the 
public reception of climate change news from the media, a questionnaire survey was 
carried out amongst the Thai public.
The findings of this research suggest that there are various reasons why journalists 
report climate change news to the public, including public demand, the media 
organisations’ new policy and journalists’ personal interests. However, the final 
decision on whether to report climate change news is shaped and framed by the 
editors who play a main gatekeeper role in the news production process to assure 
newsworthiness as the dominant criterion in news selection. The focus of Thai 
climate change news content shifts from coverage of the scientific aspects of climate 
change that had characterised news content for many years to coverage 
concentrating on other issues, such as politics, poverty, economics and social 
science.
x
Furthermore, the results of the public survey indicate that most Thai respondents 
have received climate change information through the media; however, media 
exposure does not influence their understandings, awareness and environmental
behaviour, casting doubt over the interpretation of climate change information from 
the media’s reporting. The study concludes by recommending that there is a need for 
a good mechanism for improving the cooperation between the government and 
journalists in terms of climate change information which is tailored to the needs, 
existing knowledge and values of particular public.
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Chapter One - Introduction to the Research
Climate change has been introduced into the media since the New York Times first 
reported it in 1932 and has been a subject of debate and discussion in the media for 
a long time (Boykoff and Roberts, 2007). Much international research has now been 
conducted into coverage of climate change by the media. Specifically, climate 
change communication from sources, such as scientists and policy-makers, to the 
public via the media has been a significant topic because of its implications for 
creating national variation in public reception of a global environmental issue (Billett, 
2010). The media have a large impact on a greater public (Dispensa and Brulle, 
2003 and Boykoff and Roberts, 2007) and are cited as the most frequent source on 
climate change information (Wilson, 1995 and 2000; McManus, 2000; Stamm et al., 
2000; Carvalho and Burgess, 2005 and Sampei and Aoyagi-Usui, 2009). The public 
relies on the media to gain information (Wlison, 2000; Kroll-Smith et al., 2002 and 
Carvalho and Burgess, 2005). Clearly, media coverage of climate change might 
significantly shape public perspectives on the subject.
The analysis of media coverage of climate change have received sustained attention 
from international scholars and most of these studies have focused on developed 
countries: the United States of America (Wilson, 1995 and 2000 and Stamm et al., 
2000), the United Kingdom (Carvalho and Burgess, 2005), France (Brassard et al., 
2004), Australia (McManus, 2000) and Japan (Sampei and Aoyagi-Usui, 2009). On 
the other hand, there is evident lack of research on media coverage of climate 
change in the developing countries because of the difficultly of systematically 
accessing and gathering the data (Takahashi, 2011). This highlights a need for more 
research in the developing countries, such as Thailand.
Up to date, there has been no specific research in Thailand on climate change 
coverage by the Thai media and on public understanding, awareness and behaviour 
for tackling climate change. For a few decades, climate change in Thailand has been 
a well recognised environmental issue (Boonprakrob and H attirât, 2006) and the 
government set up ‘Thailand’s Five-Year Strategies on Climate Change (2008-2012)’
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to mitigate climate change. According to these strategies, the Thai government 
presents an approach to raise awareness and to promote public participation in 
mitigating climate change. The media are a main part of this process; at the same 
time, the public plays a critical role through their support of the government policies. 
This shows that climate change reporting and its reception are important in the Thai 
context. From this perspective, the research explores the production and 
consumption of climate change news within Thailand. Studying the production of 
climate change news and exploring how Thai public’s reception of climate change 
information is mediated can make a significant contribution to knowledge in the 
country.
This research analyses Thailand’s media (newspapers and television channels), in 
particular how they conceptualise and produce climate change news. The purpose of 
this is to explore the selection of news stories and the process by which news 
content is chosen and published. To do this, the concept of gatekeeping is applied 
as a major framework to understand the way how the climate change stories are 
processed and selected, and newsworthiness in the news content is analysed as an 
important factor for the news chosen for publication. The research also examines the 
relationships between the public reception of climate change news by the media and 
its impact upon their understanding, awareness and environmental behaviours 
amongst Thai public.
The findings of this research will improve understanding of the perceptions between 
reporters and editors in terms of news production process and news content of 
climate change. This study will also contribute to understanding of the relationship 
between media reports of climate change and impact upon understanding, 
awareness and environmental behaviours amongst Thai public.
This introduction begins by giving an overview of climate change in Thailand and 
then moves on to providing background information on the media in Thailand. Thai 
studies of the media and environmental problems including climate change are then 
explained. From this perspective, the research aim, research objectives and 
research questions are formulated and the structure of the research finally is drawn.
2
1.1 Climate Change in Thailand
According to the Intergovernmental Panel on Climate Change (IPCC) (2007) and the 
United Nations Development Programme (UNDP) (2007), environmental and human 
systems are already being affected by changes in climatic patterns. These and many 
others studies argue that climate change is the most urgent challenge of the 21st 
century as it affects the way in which the earth’s atmosphere functions, hence 
impacting the very system that sustains life on earth. In human terms, climate 
change causes a significant danger to the livelihoods, health and wellbeing of people 
around the world. Climate change results directly and indirectly from human 
activities, mainly fossil fuel use, deforestation and land-use change.
Among other major countries, Thailand cannot escape or ignore climate change. 
Climate change is the most changeling situation which impacts almost all aspects in 
people’s livelihoods. Climate change is expected to have environmental, social and 
economic impacts in Thailand (Boonprakrob and Hattirat, 2006).
In terms of environmental impact, Thailand is likely to experience damaging impacts 
on forestry and biodiversity and on coastal and marine systems. The forests in 
Thailand are likely to become gradually more arid because of changes in rainfall 
patterns (Boonprakrob and Hattirat, 2006). Climate change could significantly 
increase the risk of natural resource loss. Populations of several animal and plant 
species could decrease or become extinct since they would not be able to adapt 
quickly enough to a rapidly changing climate (Boonprakrob and Hattirat, 2006 and 
the Office of Natural Resources and Environmental Policy and Planning of Thailand 
(ONEP), 2008)
Boonprakrob and Hattirat (2006) argue that rising sea levels, high waves, and severe 
storm surges are likely to have a significant effect on Thailand’s 2,600 kilometres of 
coastline, including increased coastal erosion. Boonprakrob and Hattirat (2006) also 
report bleaching of coral in Thailand and find that coral bleaching directly 
corresponds to a rise in water temperature and solar irradiance if the water 
temperature rises 1 °C above the average temperature for several weeks. This
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phenomenon is already taking place in the shallow water reefs on the Gulf of 
Thailand (Boonprakrob and Hattirat, 2006).
Climate change is also likely to impact on the economic sector in terms of threats to 
ecosystem services such as water resources, soil and fishery resources. It is worth 
noting here that Thailand is an agricultural country with 49% of the population 
employed in the agricultural sector. Agriculture contributes 10% of GDP. In addition, 
10% of the population is employed in tourism, with fishery providing 6% of GDP  
(Kisner, 2008). ONEP (2008) points to some evidence of changes in precipitation 
patterns causing prolonged droughts as well as intense flooding and storm surges. 
These erratic conditions also imply uncertainties in water resource availability as 
supplies from water reservoirs, rivers and streams are expected to change. 
Expanding urban and industrial areas are associated with growing water demands. 
Moreover, when water levels in watersheds decrease, it can mean reduced 
agricultural output of rice, sugarcane and maize. Decreasing yields per unit of land 
due to prolonged droughts and variable rainfall patterns are already being observed 
in Thailand (Boonprakrob and Hattirat, 2006 and ONEP, 2008). ONEP (2008) also 
states that a gap in rainfall as well as severe hot weather and drought caused the 
central and lower north-eastern region of Thailand to face a shortage of water for rice 
cultivation. This was followed by a severe outbreak of the neck blast disease in rice. 
The quality of rice is also affected in these conditions.
Tourism is an important source of revenue for local communities as well as a key 
component of Thailand’s economy. Climate change is predicted to have effects on 
tourism as rising sea levels could lead to loss of beaches, degradation of coastal 
ecosystem and damage to critical infrastructures (Prasad et al., 2007). In addition to 
the direct economic losses in tourism, residents in coastal areas are affected by sea 
level rise, frequent coastal storm surges and accompanied by other social impacts 
(Boonprakrob and Hattirat, 2006 and Prasad et al. 2007).
Climate change impacts may involve the displacement of residents away from 
coastal areas due to damage to the infrastructure, transportation systems, water 
supply systems and public services. While there are a number of economic costs
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associated with displacement, the social impact resulting from community 
fragmentation could also be severe (Boonprakrob and Hattirat, 2006).
Energy needs in Thailand are met by burning fossil fuels, which emit large amounts 
of greenhouse gases. Much of Thailand’s fossil fuel is imported; hence energy 
security ranks high on the public policy agenda in Thailand (ONEP, 2008). Parkpoom 
and Harrison (2008) investigate how a changing climate will affect Thailand’s 
electricity demand and suggest that electricity demand will increase in the future as 
the rise in temperature will lead to increased demand for air conditioning.
Climate change is also likely to affect human health. Changes in temperature have 
implications for morbidity and mortality for high risk populations such as elderly and 
infants. Malaria, haemorrhagic and yellow fever are also likely to spread more 
quickly in hotter conditions (IPCC, 2007). Malaria has already been reported more 
regularly around Thai borders (Boonprakrob and Hattirat, 2006). In addition, when 
climate change combined with environmental pollution, a higher incidence of 
diseases could have an effect on the health of a large section of the population 
(ONEP, 2008). For example, increased gases (carbon dioxide, nitrogen dioxide, 
sulfer dioxide, hydrocarbon and dust) are likely to cause disease such as asthma, 
allergies and respiratory illnesses. In addition, flooding and increased rainfall due to 
climate change could increase the risk of food and water-born diseases such as 
dysentery and cholera (Boonprakrob and Hattirat, 2006 and ONEP, 2008).
A combination of impacts including low levels of economic and human development 
makes Thailand vulnerable to climate change. For instance, gradual climate change 
may also increase ecosystem vulnerability to extreme weather events and impact on 
displacement. Kisner (2008) indicates that the impact from the giant waves from the 
2004 Tsunami which killed over 250,000 people and caused billions of dollars of 
damage around the Indian Ocean were made worse by coastal erosion and coral 
reef destruction. In the absence of these natural protective barriers, the areas were 
unprotected.
From those impacts, climate change will severely challenge the country’s ability to 
sustain the developments of the country including the high rates of economic growth.
It is essential that Thailand, the Thai government and the public prepare to face the 
challenge ahead and to save the future economic wellbeing and the people’s 
livelihoods (ONEP, 2008). ONEP (2008) indicates that previously the climate change 
information was mainly based on the international knowledge, not on information 
specific to the country. The Thai government expects that they will produce more 
national level information and disseminate it via the media.
Accordingly, Thailand signed the United Nations Framework Convention on Climate 
Change (UNFCCC) on 12 June 1992, ratified on 28 December 1994. Thailand also 
signed the Kyoto Protocol on 2 February 1999 and ratified it on 28 August 2002 
(Boonprakrob and Hattirat, 2006). However, climate change related to human 
activities did not feature in national policy plans until 2008 when the Thai government 
established the National Committee on Climate Change Policy (NCCC). The 
Committee was intended to serve as a policy-making body and to coordinate the 
development and implementation of policies, plans and measures to address climate 
change issues. The roles of NCCC include: to coordinate the country’s climate 
change strategy, to manage the implementation and follow up the UNFCCC and to 
prepare Thailand’s initial communication. Within the government, the Ministry of 
Natural Resources and Environment is the National Focal Point for the UNFCCC and 
the Kyoto Protocol (Yuthavong, 2007 and NCCC, 2008).
The Ministry of Natural Resources and Environment has launched national strategies 
and guidelines entitled ‘Thailand’s Five-Year Strategies on Climate Change (2008- 
2012)’. The strategy was announced in the Royal Gazette on 22 January 2008 
(NCCC, 2008). The visions of Thailand’s Five-Year Strategies on Climate Change 
(2008-2012) are to prepare and to prevent the impacts of climate change and to join 
international collaboration for reducing climate change emissions. This constitutes 
six strategies: (1) to build capacity for adapting and reducing vulnerabilities to climate 
change impacts; (2) to promote greenhouse gas mitigation activities based on 
sustainable development; (3) to support research and development to better 
understand climate change, its impacts and adaptation and mitigation options; (4) to 
raise awareness and to promote public participation; (5) to build capacity of relevant 
personnel and institutions and to establish a framework of coordination and 
integration and; (6) to support international cooperation to achieve the common goal
of climate change mitigation and sustainable development (Thairath, 2007; 
Yuthavong, 2007 and NCCC, 2008).
Reporting on government initiatives, Thai Water Partnership and Global Water 
Partnership Southeast Asia (2011) supplement on the Thailand Greenhouse Gas 
Management Organisation (Public Organisation) (TGO) established in 2009 with a 
specific purpose to promote greenhouse gas emission reduction in Thailand and to 
perform its role as the Designated National Authority (DNA) for Clean Development 
Mechanism (CDM) projects. At the same time, Thai Water Partnership and Global 
Water Partnership Southeast Asia (2011) have voiced criticism that the adaptation 
activities of the Thai government have mostly been undertaken at the national level, 
concentrating mostly on natural disaster prevention rather than management of 
climate change. There has not yet been any systematic work on climate change 
adaptation at the local level. From the above perspective, it is crucial for the effects 
of climate change to be understood at both local and national levels.
The Thai government’s present approach to raise awareness and to promote public 
participation in reducing the public’s energy consumption is to disseminate 
information via the media (Yuthavong, 2007 and NCCC, 2008). The research 
focuses on this government’s strategy. In addition, Thai media, mainly television 
stations, are owned and remain under the tight control of various government 
agencies. The media are the communication channel between the government and 
the public essential for the effectiveness of raising awareness and promoting 
adaptation activities. With the various initiatives taken by the Thai government, there 
is a vital role for Thai media to increase awareness about climate change among the 
public. The media are a main part of this process, acting as gatekeepers of climate 
change information (NCCC, 2008).
This research will contribute to an evaluation of how well the strategy of information 
dissemination via the media might meet the goal of increasing both public awareness 
of climate change and behaviours to mitigate the problem. In study this complex set 
of issues, there are several possible points of enquiry. The most obvious are:
1. The production of news
2. The content of news
3. The reception of news and its impacts upon understanding, awareness and 
environmental behaviours
This research focuses on the first and the third of these issues. In researching the 
production of news, the focus is on exploring the perspectives of journalists on 
climate change and drawing attention to the ways in which gatekeeping in the 
newsroom shapes climate change reporting. It also focuses on factors that hinder or 
enable journalists to cover climate change and the forms in which they report the 
issue of climate change to the Thai public. Research on production of news takes the 
form of interviews with journalists from Thai newspapers and television channels. In 
addition, research on reception of news and its impact upon awareness and 
behaviours takes the form of a survey amongst members of the Thai public.
There are four reasons why this research is focusing on the first and the third of 
these issues whilst avoiding the second, the analysis of the content of news. Firstly, 
there is already a study (Salathong, 2009) conducted on the content analysis in 
terms of climate change news in Thai newspapers. The thesis will avoid examination 
of the content analysis of climate change from Thai media. Secondly, in the recent 
years, there were various studies that have been conducted on public understanding 
of and media coverage of climate change, but not a single one on the perspective of 
Thailand. Thirdly, gaining access to Thai journalists to improve understanding of the 
production of news is difficult. Journalists are usually busy and hard to reach with 
their demanding time constraints. However, once accessed, they present a great 
opportunity to obtain valuable information. Fourthly, there is a dearth of research 
addressing the production of media in facilitating more effective media coverage of 
environmental issues and the lack of interview studies examining the production of 
the media on coverage of climate change in Thailand. The results of this research 
are directly useful to the government and media organisations.
1.2 The Media in Thailand
This section provides a high level overview of Thai media before concentrating on 
history and evolution of Thai television and newspapers.
The history of Thailand’s broadcast media began in 1927 with the use of the 20 watt 
short-wave radio transmitter for education, trade and entertainment of the public. The 
first television broadcast went on air in 1952. Due to economic growth in the 1980s, 
there was a rapid increase in use of modern technologies in the media; for example, 
utilisation of computers in broadcasting media and a creation of websites. Later, the 
internet became increasingly popular among Thai public (Hassan and Intratat, 2003). 
According to Thailand’s National Electronics and Computer Technology Centre 
(NECTEC) (2010), in 2009 the number of internet users in Thailand was 18.3 million, 
compared to 1.5 million in 1999.
Thailand’s financial crisis in 1997 slowed down the growth of media business with 
the media responding by cutting investments. For example, the devaluation of the 
Thai baht clearly affected the newspaper industry in Thailand: there were an 
increase of the price of newspapers and a decrease of the advertising revenues at 
the same time. More than 3,000 media employees lost their jobs and 12 newspapers 
were closed down (Holloway, 2009). Since 2000, Thai media have been gradually 
growing again with large investments such as the emergence of new newspapers 
(e.g. Korn Chad Luek), major changes to television channels (e.g. Channel 9 
rebranding into Modernine) and publication of new magazines (e.g. Seventeen, 
Room and Popular Mechanics) (Lertwiram, 2008).
In practice, Thai media are controlled by the government (Siriyuwasak, 2011). Most 
of the television stations are owned and remain under the tight control of various 
government agencies although some operate as commercial enterprises. Djankov et 
al. (2003) report on the patterns of media ownerships in 97 countries including 
Thailand and indicate that the largest media firms are owned by their governments 
and private companies.
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Table 1-1 : State Ownership of Television and Radio Stations in Thailand
Television Radio
State Agency Number % State Agency Number %
(National Terrestrial Stations) (Bangkok and Provincial
1. Public Relations 1 16.67 Stations)
Department 1. Public Relations 147 28.05
2. Ministry of Defence 2 33.33 Department
2.1. Army (2) 2. Ministry of Defence 201 38.35
3. Mass Communication 2 33.33 2.1. Military High (14)
Organisation of Thailand Command
(MCOT) 2.2. Army (127)
4. Office of the Prime 1 16.67 2.3. Navy (21)
Minister 2.4. Air Force (36)
Total 6 100 2.5. Defence Secretary 
Office
3. Police
4. Mass Communication 
Organisation of Thailand 
(MCOT)
5. House of Parliament
6. Ministry of University 
Affairs
7. Post and Telegraph 
Department
8. Others 
Total
(3)
44
62
16
12
12
30
524
8.40
11.83
3.05
2.03
2.03
5.72
100
Source: Public Relations Department of Thailand (2000, cited in Siriyuwasak, 2011)
Table 1-1 shows the relationship between the broadcast media ownership and the 
political power embedded in Thailand. All Thai broadcasting radio and television 
stations are controlled by the government. The Ministry of Defence, particularly the 
Army and the Public Relations Department, are the two major state agencies in this 
structure. Siriyuwasak (2011) explains that these state agencies not only control the 
rights and freedom of expressions, but at the same time use broadcast media to 
seek economic power. This is based on the traditional practice of rent seeking by 
giving privileged concessions of either broadcast stations or airtime to private 
operators (Siriyuwasak, 2011).
According to Siriyuwasak (2011), top six radio operators shared 51.42%  of the total 
ownership of 35 privately operated radio stations in Bangkok. Tangkitvanich (2004) 
indicates that there is a growing concentration of ownership and revenue in the radio 
industry. Among the top ten radio stations in Bangkok, eight of them are music 
stations and the other two are local traffic news stations. Most of the major 
companies in radio industry in Bangkok are parts of the large entertainment media 
corporation and major music corporation. However, Tangkitvanich (2004) argues that
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the major national operators are mostly concessionaries from the 1960s whose 
business is mediating between state agencies and media producers, and these 
groups forge business partnerships with media cooperation. Both Bangkok operators 
and national operators are large and powerful corporations with a lot of political 
influence.
In addition, freedom of expression is very limited within the Thai broadcast industry. 
Under the existing power structure and the Radio and Television Act of 1955 
(revised 1987, 1992 and 1994) and the 1992 Regulation on Broadcasting, all 
broadcast media are owned by government organisations, through some stations are 
given to private companies to operate with concessions. Very few media 
corporations are able to enter and successfully compete. The concessions are 
protected by the Constitution of 1997. The media corporations will remain intact up to 
the end of the concession period. Consequently, the government and media 
corporations have controlled the stations on the rights and freedom of information 
and communication (Youngsamart and Fisher, 2006 and Siriyuvasak, 2011).
By contrast, Thai newspapers are not subject to close government control and are 
owned and operated by private companies. There were eighty newspapers in 
Thailand in 2002 (Siriyuwasak, 2011). Thai newspapers have more freedom to report 
news than broadcasting media (Lertwiram and Manchainimit, 2008 and Trairat and 
Chaiwat, 2004) and thus tend to be evaluated as more credible (Holloway, 2009). It 
draws attention to the fact that there is a fundamental difference between the Thai 
print media and Thai broadcast media. Thai print media have private ownership 
while broadcast media are owned and controlled by the government (even though 
some are operating as commercial enterprises). This is in line with international 
trends in media ownership identified by Djankov et al. (2003) to the effect that 
government ownership is more pervasive in broadcast than in the print media.
Although, the functioning of Thai media is interfered by the government’s authority 
via capital system and advertisement control (Thai Journalist Association, 2008), 
Broadcast Journalist Association (2008) explains that Thai media are increasingly 
committed to resisting government interference. In February 2008, a joint statement 
was published by six media associations (National Press Council of Thailand,
Confederation of Thai Journalists, Thai Journalists Association, Thai Provincial 
Journalists Association, Thai Broadcast Journalists Association and Thailand Cable 
TV Association) stating that the government must not interfere with media work 
under the Constitution’s intention of protecting press freedom. Broadcast Journalist 
Association (2008) emphasises that the government must not regulate Thai state- 
media sectors to ensure balanced news coverage to the public.
1.2.1 Thai Television Stations
Thailand was the first Asian country to have a television broadcasting service. The 
first station was Channel 4 which was set up in Bangkok by the Thai Television 
Company in 1955. In the following years, the Thai government announced several 
laws and regulations to set up new television stations (Siha-Umphai, 1971 and 
Choeysanguan, 1995). Choeysanguan, (1995) explains that the main purposes of 
the government were to educate the public in politics, industry, public health and 
general learning, to inform news and public interests and to provide entertainment. In 
1971, the nationwide television network was established to respond to the needs of 
mass audiences in the country (Siha-Umphai, 1971 and Choeysanguan, 1995).
Sotanasathien and Ploysirichon (2008) and Wongrujira (2008) report that Thai 
television now reach 94% of the population. All of the television stations are based in 
Bangkok and relayed to all parts of Thailand through small networks. There are six 
television stations (Sotanasathien and Ploysirichon, 2008): Channel 3, Channel 5, 
Channel 7, Modernnine, Nation Broadcasting Services of Thailand (NBT) and Thai 
Public Broadcasting Service (Thai PBS). The table below provides an outline of key 
features of the channels and these channels were used as samples of the research 
which are fleshed out in the brief profiles in Appendix I.
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Table 1-2: Lists of Television Stations in Thailand
Station Establishment Positioning Prominent
points
Owner Operator
Present Future
Channel 3 26 March 1970 Urban More
mass
News,
entertainment
Mass
Communications 
Organisation of 
Thailand 
(MCOT)
Bangkok 
Entertainment 
Co. Ltd. (under 
contract)
Channel 5 25 January 1958 Mass Mass Military news 
and network
Royal Thai Army Royal Thai Army
Channel 7 24 November 
1967
Mass More
Urban
Drama Royal Thai Army Bangkok 
Broadcasting & 
Television 
Company 
(BBTV) (under 
contract)
Modernine 24 July 1955 Mass Mass Knowledge Mass
Communications 
Organisation of 
Thailand
Mass
Communications 
Organisation of 
Thailand
Nation
Broadcasting 
Services of 
Thailand 
(NBT)
15 January 1985 Mass More
urban
Nation 
broadcasting 
services, news
The
government’s 
Public Relations 
Department
The
government’s 
Public Relations 
Department
Thai Public 
Broadcasting 
Service (Thai 
PBS)
15 February 
2008
Public
Television
Public
Television
News and 
knowledge
Thai Public 
Broadcasting 
Service (TPBS)
Thai Public 
Broadcasting 
Service (TPBS)
Sources: Davies (2008) and Lertwiram and Manchainimit (2008)
A survey in 2008 by AcNielsen (cited in Tangkitvanich, 2008) shows that 86%  of the 
Thai population watch television every day and Tangkitvanich (2008) indicates that 
television plays a very significant role in providing the public with news and 
information. However, the most popular programmes in Thailand are game shows 
and Thai dramas (soap operas) which pull in the ratings and income (McGeown, 
1998). AcNielsen (cited in Tangkitvanich, 2008) also show that programme 
production and distribution are driven by advertising revenue, i.e. commercialism has 
been by far the dominant force. Broadcasting time is mainly allocated to 
entertainment programmes and some devoted to educational, commentary and 
documentary programmes. It tends to pay less attention to the other viewer groups 
(children and senior citizens) because these have lower purchasing power 
comparing to other age groups (Tangkitvanich, 2008).
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Figure 1-1 : Thai Television Stations’ Market Shares in 2009 and 2010
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Source: (Mass Communications Organisation of Thailand (MCOT), 2009 and 2010)
Analysis of the market share in 2009 and 2010 (MCOT, 2009 and 2010) shows that 
the two privately operated stations (Channel 3 and Channel 7) shared over 50% of 
the market and more than 70% of the total audience. Within this structure, the main 
broadcast media system is the private commercial television stations, not the state 
television stations. There are two reasons why this might occur. First, the two 
privately operated stations, Channel 3 and Channel 7, have a wider reach via their 
stations compared with the others. Second, both of them are commercial stations 
which do not receive financial support from the government, relying instead on 
income from commercial advertisers (Sotanasathien and Polysirichon, 2008). 
Commercial stations manage the programmes so they can successfully compete 
with other stations to gain market share (Kupongsak, 2010).
1.2.2 Thai Newspapers
The first daily newspaper in Thailand was the ‘Bangkok Daily Advertiser’ first 
published in 1868 by a missionary, Samuel John Smith. At that time, it was a single­
sheet which printed shipping announcements and advertisements in English. 
Readership was very limited such as foreigners, the Thai royal family, well educated 
people and high-ranking government officials. In 1874, the first weekly Thai 
newspaper ‘Darunnowat’ was published by the Thai royal family. It included 
government news, foreign news, academic articles, entertainment and 
advertisements. However, it failed within a year due to a lack of readers. The first 
Thai daily newspaper was ‘Daily Court’ which was published in 1875. Other 
newspapers followed such as Siam Observer (1893, English), China-Siam Maras up 
(1907, Chinese) and Thai (1908, Thai) (Ekachai, 2000 and Holloway, 2009).
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In the past, newspapers were interested in trade news (due to international trading 
with the other countries) and political news (due to higher literacy and education 
among the public and political changes). The golden age of Thai journalism was 
during 1910-1925 (King Rama VI) when the press had much freedom. The first 
formal censorship of the Newspaper Act was introduced in 1919; however, Thai 
press still retained its freedom because the Act was not very restrictive (Ekachai, 
2000). In the early days, newspapers became a popular medium within which 
journalists and writers expressed their political views with freedom. The Press Act of 
1934 and 1941 introduced some restrictions (a censorship and a prohibition for the 
news publication with unapproved sources), with the result that many newspapers 
closed down (Ekachai, 2000 and Holloway, 2009). It was the press laws and 
restrictions which gave the government far wider power of censorship.
In the 1980s, newspapers were primarily interested in political issues, economic 
issues as well as foreign news. This could be attributed to the emergence of a more 
discriminating readership between upper and lower classes; however, sensational 
coverage continued to mark the reputation of Thai newspapers (Holloway, 2009). In 
1985, there were about 150 newspapers in the country (30 dailies in Bangkok and 
120 provincial newspapers) and the most successful among newspapers were 
Thairath (800,000 circulation) and Daily News (400,000 circulation) together claimed 
about 75% of total daily circulation (Holloway, 2009). However, 1997 stood out as a 
terrible year for Thai newspapers: economic and financial crisis resulted in 
devaluation of the Thai currency. Many newspapers struggled to survive in the face 
of the increase in the price of newsprint and the decrease of advertising revenues. 
Nearly half of all Thai newspapers closed and others were forced to scale down their 
companies by laying off employees, reducing salaries and benefits, reducing the 
number of the newspaper’s pages and allowing foreign companies to become a 
partner (Ekachai, 2000). However, in spite of hard times in the past, Thai Rath and 
Daily News still remain the best selling newspapers in Thailand, with a circulation of 
approximately 1 million and 900,000 copies daily respectively (Thai Rath, 2011 and 
Daily News, 2011).
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Newspapers are composed of news, articles, columns, editorials and advertisings. 
Newspapers can be categorised into many types depending on their region (local, 
national and international), period (daily and non-daily), language (local and foreign) 
and news content characteristics (broadsheet and tabloid) (Sotanasathien and 
Sabsandee, 2008 and Holloway, 2009). In general, the revenue of Thai newspapers 
comes from advertising and selling of the newspaper. 80% of revenue is from 
advertising while 20% is from newspaper sales (Sotanasathien and Sabsandee, 
2008).
Tabloid and broadsheet newspapers are the two kinds of printed media in Thailand 
which are categorised by the characteristics of their news content. Tabloids publish 
sensational news such as crime, gossip and entertainment news while broadsheets 
offer in-depth coverage such as political news and economic news and a sober tone 
in articles and editorials. Sotanasathien and Sabsandee (2008) claim tabloids are 
more effective than broadsheets because tabloids enable readers to get a broad 
picture of the news stories of the day in a short time. In contrast, broadsheets offer 
more in-depth coverage of stories as well as a more balanced view (Sotanasathien 
and Sabsandee, 2008). All Thai daily tabloid and broadsheet newspapers are owned 
by private companies and published in Bangkok and distributed in all parts of 
Thailand.
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Table 1-3: Lists of Thai Newspapers
Newspaper Owner Remarks
Krungthep Turakij 
Kom Chad Luek 
The Nation
The Nation Multi media Group Co. 
Ltd.
Print media network and other media 
such as radio channel and television 
programs
Khao Sod 
Matichon
Prachachart Turakij
Mathichon Public Co. Ltd. Print media network and magazine
Daily News Si Phaya Printing Co.Ltd.
Thai Rath Vacharaphol Co. Ltd.
Bangkok Post 
Post Today
Post Publishing Public Co. Ltd.
Thai Post Thai General Group Co. Ltd.
Naew Na Naew Na Newspaper Co. Ltd.
Ban Muang Ban Muang Printing Co. Ltd.
Phoojadkarn Daily 
Phoojadkarn Weekly
Manager Media Group Print media network, printing, 
marketing, distribution and overseas 
investment
Sayamrath Daily Sayamrath Co. Ltd.
Siam Turakij Siam Ruam Jai Co. Ltd.
Bangkok Today Traffic Goner Holding Public Co. Ltd. Print media network and other media 
such as radio channel
Than Settakij Than Settakij Co. Ltd. Print media network, printing, 
marketing and catering
Source: Yodmongkol, (1999 cited in Trairat and Chaiwat, 2004)
Table 1-3 shows lists of Thai newspapers. Some newspapers, such as Thai Rath, 
Daily News, Kom Chad Luek and Post Today, are categorised as tabloids. These 
newspapers cover sensational reporting. The coverage mainly consists of crime, 
sex, scandal, entertainment and sport. However, Holloway (2009) indicates that 
because of recent completion Thairath and Daily News have been forced to report 
political and economic news as well. Other newspapers, such as Matichon and 
Naew Na, are categorised as broadsheets because they mainly cover political news. 
However, due to increasing competition from other tabloids, the broadsheet 
newspaper sector has also loosened up its coverage by adding more sensational 
news stories to attract a wider audience (Holloway, 2009). Moreover, Matichon has 
established another newspaper named Khao Sod to compete with the tabloids. 
Krungthep Turakij, Prachachart Turakij, Siam Turakij and Than Settakij are among 
broadsheets which focus on business news (Turakij means business and Settakij 
means economic). The Nation and Bangkok Post are Thai newspapers published in 
English (Holloway, 2009).
Trairat and Chaiwat (2004) emphasise that the market for Thai daily newspapers is 
huge, so many companies are keen to join this market. It is difficult, however, for 
new newspapers to compete in the Thai mass-circulation daily newspapers’ market 
as it required very high investment in machinery, equipment and personnel.
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According to Trairat and Chaiwat (2004), there are certain barriers for newcomers to 
enter the market. For instance, large companies are able to lower the price of their 
newspapers as they still receive revenue from sales and advertisement. Newcomers 
need strong financial support to enter and complete in the market. In addition, Trairat 
and Chaiwat (2004) indicate that Thai people have a strong brand loyalty to their 
newspapers and it is difficult to persuade them to buy new brand of newspapers.
In terms of the mass-circulation of daily newspapers, the top sellers of 2005 for 
tabloid newspapers were Thai Rath and Daily News while the top sellers of 2005 for 
broadsheet newspapers were Matichon and Krungthep Turakij (Sotanasathien and 
Sabsandee, 2008).
Table 1-4: List of Thai Highest Circulation Newspapers
Newspaper Kind of 
newspaper
Establishment < Prominent points Owner
Thai Rath Popular
newspaper
1 January 1950 General news (soft 
news)
Vacharaphol Co. Ltd.
Daily News Popular
newspaper
28 March 1964 General news (soft 
news)
Si Phaya Printing Co.Ltd
Matichon Quality
newspaper
18 January 1978 General news (hard 
news)
Mathichon Public Co. Ltd.
Krungthep
Turakij
Quality
newspaper
6 October 1987 General news, mainly 
daily business news
Nation Multimedia Group
Source: Sotanasathien and Sabsandee (2008)
Table 1-4 shows lists of Thai highest circulation newspapers which will be selected 
as interviewed samples (see Chapter Four). All details of these four newspapers are 
explained in Appendix I.
1.3 Thai Studies of the Media and Environmental Issues Including 
Climate Change
Compared with other countries, there have been few academic studies on the media 
and climate change issues in Thailand. Several Thai studies specifically relate to the 
influence of the media coverage of environmental problems on public perceptions in 
Thailand; however, most of these studies have tended to focus on other localised 
environmental issues such as water pollution, air pollution and waste rather than 
climate change. For example, Chantanasmit (2003) explains that majority of the
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public in Rayong province (the eastern region of Thailand) get their information about 
the current situation of water and air pollution from television and daily newspapers, 
but they do not get information about how to solve the problems from the media. 
Mongkolnchaiarunya (1999) explains that Thai media are more likely to report on 
waste management and criticise government plans and performance in this area. 
Mongkolnchaiarunya (1999) shows that government plans for waste management 
are inadequate. In addition, the study of Mongkolnchaiarunya (1999) focuses on Thai 
media and waste management, without reference to climate change.
Additionally, there are various Thai studies on how media reception affected public 
knowledge, attitude and participation in solving environmental issues. For example, 
studies have looked at national resource conservation projects among people in 
Songkhla province (Jitsopa, 1991), a garbage separation scheme for recycling 
among Bangkok residents (Jutrakul, 1993) and an environmental management 
system for the Thai press (Kaveevivitchai, 2001). These studies also point out that 
the media play a main role in creating knowledge and attitude change towards these 
environmental issues correlating with some demographic characteristics of the 
audience (gender, age and educational level). Women, older and higher education 
correlated with knowledge and attitude towards these environmental issues (Jitsopa, 
1991, Jutrakul, 1993 and Kaveevivitchai, 2001).
There are some studies mainly related to Thai media and the coverage of 
environmental issues. These studies show that there are many factors impacting 
media coverage of environmental issues in Thailand. For example, Mungphungklang 
(2001) claims that environmental reporters lack relevant environmental knowledge. 
Wannasiri (2005) studies environmental policy in Thai television channels and finds 
that there is no obvious environmental policy in any Thai television stations. There is 
also no additional time to report the current environmental situation facing Thailand. 
For much of the news time, stations tend to rely on political and entertainment news, 
which is in line with Fahn’s (2008) conclusions about the problems in media reporting 
related to climate change in developing countries. Fahn (2008) explains that 
journalists in developing countries lack access to research in scientific journals, 
experts to interview and other information: hence the resulting media coverage on 
climate change is often inadequate.
There are a few studies that have tended to focus on the media and climate change. 
For example, Chokriensukchai and Tamang (2010) examine the exposure of Thai 
teenagers to media information on climate change and highlight that Thai teenagers 
receive climate change information mainly from television but they do not understand 
the information. Pongsophon et al. (2010) investigate one hundred and six Thai 
Grade Seven students’ understanding of climate change and find that the majority of 
students hold misconceptions about the terminology related to climate change and 
show partial understanding of climate change (causes, consequences and 
solutions). However, both studies (Chokriensukchai and Tamang, 2010 and 
Pongsophon et al. 2 0 1 0 ) focus on Thai teenagers as the main samples. Specifically, 
Chokriensukchai and Tamang (2 0 1 0 ) highlight that most Thai teenagers are mostly 
exposed to entertainment programming rather than environmental documentaries 
and they are not attracted to these documentaries due to serious information 
content. Also, environmental documentaries are generally broadcast when they do 
not watch television.
Additionally, Salathong (2009) examines the news content of climate change in three 
Thai newspapers and finds that from 1997-2004 the media reported climate change 
news in less quantity; however, three years later, the quantity of climate change 
news reporting rose, especially in 2007. Broadsheet newspapers reported 305  
climate change news compared with tabloid newspapers which reported 167 climate 
change news. In 2007, Salathong (2009) also points out that the media were more 
interested in climate change issues because of Al Gore’s ‘An Inconvenient Truth’ 
movie and many severe disasters around the world.
To date, there has been no specific research on climate change coverage in Thai 
media, particularly television and newspapers, and the public understanding, 
awareness and behaviour for tackling climate change. There is a significant need for 
studies on these issues in Thailand due to the lack of previous research. Whilst there 
are number of studies conducted in the country, none of them has focused on these 
issues. Only few studies (Chokriensukchai and Tamang, 2010 and Pongsophon et 
al., 2010) have concentrated on media reception of climate change in Thailand; 
however, as noted above, their samples focus on Thai teenagers. In addition,
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another study (Salathong, 2009) focuses only on the content of Thai newspapers in 
relation to climate change news. It is expected that this study will offer an informative 
approach that expands understanding and methods of the news production in Thai 
media. The study outcomes will also consider new aspects of environmental news 
content created for the public. Moreover, it is also expected that the study will attract 
more Thai scholars to this area in the future.
1.4 Research Aim, Research Objectives and Research Questions
An overall aim is critically to evaluate media communication about climate change in 
Thailand. In line with the aim of the research, the specific objectives of this research 
are detailed below:
1. To explore Thai journalists’ understandings of climate change.
2 . To establish details from Thai journalists about climate change news in terms 
of selection, production and reporting, as well as newsworthiness in the news 
content.
3. To identify the sources of climate change information used by the Thai public.
4. To understand how socio-demographic differences of Thai public impact on 
their understanding, awareness and behaviours for tackling climate change.
5. To examine the exposure of Thai public to media information in terms of their 
understanding, awareness and behaviours for tackling climate change.
In line with the objectives of the research, the corresponding research questions are 
provided below:
1. What are journalists’ understandings of climate change?
2. What are the sources of journalists’ understandings of climate change?
3. Why do journalists report climate change news?
4. How is climate change news made, conceptualised and reported?
5. What sources of information on climate change do the Thai public use?
6 . Are there socio-demographic differences in understanding, awareness and 
behaviours for tackling the climate change?
21
7. Are public understanding, awareness and environmental behaviours towards 
climate change affected by the media accessed?
Research Questions One to Four will be examined with the help of interviews of Thai 
environmental journalists. Environmental journalists from ten media organisations 
(six free television channels and four newspapers) are the main focus because they 
comprise and represent the premier media organisations in Thailand. All ten 
organisations are considered to be the trend-setting media in Thailand. These 
journalists provide practical information about how the news production process 
works as well as how climate change stories are selected to become the news.
Research Questions Five to Seven will be examined with the help of a national 
survey amongst the Thai public to investigate their exposure to media information in 
terms of their understanding, awareness and behaviours for tackling the climate 
change.
1.5 Conceptual Framework of the Research
As discussed earlier in this chapter, this research is interested in both the media 
production and consumption of climate change news in Thailand. While there is 
much existing work on both of these issues in international context, there is currently 
very little in the Thai context. The framework of the research rests on the assumption 
that how climate change is covered in the media affects public understanding of the 
issue and potentially public behaviour. Research on gatekeeping is important 
because it helps to understand how climate change is covered in the media. This 
also includes the study of criteria of newsworthiness to investigate the characteristics 
of news content in the media. In order to simplify the conceptual framework applied 
in this research, a model has been drawn, as shown in Figure 1-2  below:
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Figure 1-2: Model of Conceptual Framework of the Research
Traditional Media 
\
Gatekeeping Concept Criteria of Newsworthiness
1/
Production Process < ------------ Thai Newspapers and Televisions  >  News Content
Readers/Audiences
Figure 1-2 illustrates the conceptual framework applied in this research to examine 
news media in Thailand in term of their production process and climate change news 
content. This research will analyse Thai newspapers and televisions as examples of 
news media using the concept of gatekeeping as a major framework, in following 
areas: production process in terms of news selection and news policy as well as 
news contents in terms of newsworthiness and priority of news lead stories. This 
conceptual framework will also include examining the exposure of Thai public to 
media information in terms of their understanding, awareness and behaviours for 
tackling climate change, which will be reviewed in the next chapter.
In this model, the media plays a central role as it is a primary means of information 
flow. In this study, this model has been used to examine Thai traditional media - 
newspapers and televisions - in term of gatekeeping and newsworthiness. Many 
recent Thai scholars (Salathong, 2009, Chokriensukchai and Tamang, 2010 and 
Pongsophon et al., 2010) support that gatekeeping is still a major part of production 
process in terms of decision-making. Newsworthiness also is used by Thai 
journalists to decide which stories have potential to be leading news stories. 
Additionally, this model also examines the relationship between media and Thai 
public by focusing on the exposure of Thai public to media news in terms of their 
climate change understanding, awareness and behaviours. This study supports that 
media can play a powerful role in shaping ideology about environmental issues. 
News can provide information that plays a fundamental structural role in decision­
making and shape people’s perceptions of events which they cannot experience 
directly. This model is still an oversimplification; it may contribute to the question of 
media effects to the public, both extant and potential, by showing the areas in which
media have been effective and those areas in which media have not been effective. 
The study outcomes will help the media to consider new aspects of environmental 
news content created for the public.
To explain this model, Chapter Two deals with the literature on gatekeeping and 
newsworthiness and Chapter Three explains the relationship between media 
coverage and public understanding. The empirical study has two distinct 
components -  interviews with journalists who provide new insights into the process 
of covering climate change in the Thai media and a survey of Thai people which 
explores how their understanding of climate change relates to their media 
consumption. The data collection methods will be explained in Chapter Four.
1.6 Structure of the Research
The brief structure of the research is provided below:
Table 1-5: Structure of the Research
Chapter One
Introduction to the Research
Chapter Two
News Production Process
Chapter Three
Media Coverage of Climate Change 
and the Public
Literature Review
Chapter Four
Methodology
Chapter Five
Journalists’ Understandings of 
Climate Change
Chapter Six
The Role of the Media in Reporting 
Climate Change
Results and Discussion
Chapter Seven
Climate Change Information and 
the Public
Chapter Eight
Conclusions
Chapter One introduces the research and its context.
Chapter Two focuses on reviewing the relevant literature and previous studies to 
provide the conceptual framework of news production process. The concept of 
gatekeeping is applied as the major framework to help us understand the way how
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the climate change stories are processed and selected. Newsworthiness in the news 
content is also analysed as an important factor for the news to be selected for 
publication.
Chapter Three discusses an empirical study on the relationships between the public 
reception of the media and its impact upon their understanding, awareness and 
behaviours in relation to environmental issues, particularly climate change.
Chapter Four focuses on the details of the research methodology which are adapted 
for the research, including selection of the qualitative and quantitative data for the 
research.
Chapter Five discusses the results of qualitative data of the research. It explains the 
analysis of qualitative data from journalists in terms of their understanding of climate 
change by drawing attention to their understandings of terminologies, causes, 
impacts and solutions and identifying sources they use in producing climate change 
news coverage.
Chapter Six determines from the interviews with the journalists how climate change 
news are made and reported. It identifies how the journalists interpret the 
significance of events and how they formulate climate change news. It illustrates how 
and why journalists cover climate change news. At the same time, it gains insights 
into how editors’ decisions are made in the newsroom. This reflects the way in which 
news content is produced and selected in the news production process.
Chapter Seven discusses the results of quantitative data from the research. It 
presents the results of a questionnaire survey of the Thai public. The analysis 
identifies the most important sources of the climate change information and 
discusses how climate change issues are perceived by the public. In addition, it 
compares the responses from the respondents with different socio-demographic 
characteristics. It also investigates the public’s exposure to media information in 
terms of their understanding, awareness and behaviours for tackling the challenge of 
climate change.
25
Chapter Eight concludes the integration of both data collections. The chapter 
provides an overall summary of the entire research. The contribution and limitations 
of the research are explained in this chapter. It also presents the recommendations 
and areas for future studies.
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Chapter Two -  News Production Process
In this research, the literature review is offered in two parts (Chapter Two and 
Three). This chapter reviews the relevant literature and previous studies to provide 
the conceptual framework for this research. The purpose of this research is to 
explore the selection of news stories and the process by which news content is 
selected and published in Thai media. Interviews with journalists who provide new 
insights into the process of covering climate change in the Thai media will be applied 
to explore the news production process. Gatekeeping has played an important role in 
traditional media, particularly televisions and newspapers, and is applied as the 
major framework to understand the way how the climate change stories are 
processed, selected and disseminated for a mass audience. Newsworthiness in the 
news content is also analysed as an important factor for the news to be selected for 
publication. In addition, sources of climate change information for the journalists are 
reviewed as these sources are considered to be main factor influencing climate 
change news content.
Section One discusses the concept of the media and their functions. The theoretical 
analysis of the process of news production is discussed in Section Two, which 
focuses on the gatekeepers in a newsroom and on newsworthiness in news content, 
important parts of news production process. Section Three identifies key sources of 
climate change information and their roles in influencing news content. Section Four 
concludes this chapter.
2.1 The Media and Their Functions
The question of the nature of ‘media’ has been discussed for a long time. Different 
approaches have been undertaken to explore media, hence different definitions have 
been suggested. Therefore, the term ‘media’ have evolved over time and it has been 
described in several ways, depending on the perspective taken.
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McQuail (2005) suggests that there are many metaphors of media: ‘windows’ which 
allow audiences to see beyond their current surroundings, ‘interpreters’ which help 
audiences to get more information, ‘platforms’ or ‘carriers’ which transmit 
information, ‘interactive communication’ which includes audiences feedback, 
‘signposts’ which give audiences instructions, ‘filters’ which remove some parts of 
experience and focus on others, ‘mirrors’ which reflect themselves and ‘barriers’ 
which block the truth. Boykoff (2008) explains that media encompass a wide range of 
communication activities. From performance art and plays to news and debate, the 
media have drawn on reports, narratives and arguments to communicate various 
themes, information, events and issues to the public. The media are characterised 
as the publishers, editors, reporters, journalists and others who work in the 
communications industry and who disseminate information, largely through 
newspapers, magazines, television, radio and the internet (Boykoff and Roberts,
2007). In summary, media can be interpreted diversely, but generally it is the use of 
disseminating information to the public.
Flint (2007) explains that each media outlet has a different style. Newspapers are 
often read from cover to cover with copies being passed from one person to another. 
Radio is accessed in places where newspapers find hard to reach quickly. Flint 
(2007) goes on to explain that television and internet are valuable to access large 
audiences. Internet can connect people with immense levels of relevant information.
According to the functions of the media, Lasswell, a political scientist and a pioneer 
in mass communication research (1948, cited in Littlejohn, 1999 and McQuail, 2005), 
explains that there are three main functions of the media: surveillance (to provide 
information about the environment), correlation (to offer options for solving problems) 
and transmission (to socialise and to educate). In addition, Wright (1960, cited in 
Littlejohn, 1999 and McQuail, 2005) adds another function of the media, 
entertainment (to provide amusement, diversion and the means of relaxation and to 
reduce social tension). Mendelsohn (1966, cited in McQuail, 2005 and Watson,
2008) adds the last function: mobilisation (to campaign for societal objectives). 
McQuail (2005) explains that a ranking cannot be devised to show which functions 
are more important. McQuail (2005) also indicates that the functions of the media 
can refer to a degree to media’s tasks (such as providing news or editorialising) and
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to motives or benefits as perceived by the public (such as being informed or 
entertained).
The definition of media found in the literature contains a wide-ranging discussion of 
meaning, from information carriers to mobilisation. However, in this study, the 
functions of the media are defined for understanding the way in which climate 
change news is reported by Thai journalists. Importantly, Thai media have used 
these functions as the basis when they report news. The association between the 
functions and precise content of the media is not exact because functions overlap 
with each another. However, gatekeepers who operate the news production process 
is more important as this process informs whether climate change gets covered at all 
and what sort of information about it makes to the press. Gatekeeping will be 
reviewed in the next section.
2.2 News Production Process of Media
Considering the news production process, the selection of news on a daily basis is 
important in the newsroom. Cox (2010) suggests that there are various factors which 
constrain environmental news selection: media political economy (the influence of 
ownership and the economic interests of the media owners), gatekeeping (the 
decisions of editors to cover or not cover environmental stories), newsworthiness 
(the ability of a news story to attract readers), media frames (the central organising 
themes which connect different elements of a news story into a coherent whole 
issue) and norms of objectivity and balance (the accurate information without 
reporter bias and balanced news stories with statements from multiple or different 
sources).
This study uses the concepts of gatekeeping and newsworthiness as the main 
analytical framework in order to understand news production process and news 
content of Thai media in terms of climate change news. The gatekeeping concept 
has found considerable favour with scholars in the study of the media. Gatekeeping 
plays an important role in the production process of selecting, shaping and 
distributing information to the public (Shoemaker and Reese, 1991 and Shoemaker 
and Vos, 2009). Newsworthiness is an important element in the news content which
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makes an interesting story to convince editors in the newsroom as well as to attract 
the public at large (Eilders, 2006).
2.2.1 News Production Process
Shoemaker and Reese (1991, pp.85) define a journalists’ routine as 'patterned, 
repeated practices and forms media workers use to do their jobs’. Shoemaker 
(1991, pp.1) explains the news as the product from a process ‘in which the billions of 
messages that are available in the world are winnowed and transformed into the 
hundreds of messages that reach a given person on a given day’. According to 
Ericson et al. (1987), news production process or journalists’ routine begins when 
the information from reporters and writers is sent to editorial staff in the newsroom by 
communication technology: telephone, mobile phone, e-mail, fax and so on. Next, 
the selection process is invoked with editorial staff deciding which information is to 
be disseminated and which is not in their daily news. It can be concluded that news 
production process involves the editor’s decision-making, the selection process and 
the editorial process. Shoemaker (1991) suggests that the communication routines in 
news production include news gathering, news processing and news distribution to 
the public. Braman (1989) concludes that news is an information product and the 
quality of the final product is dependent on newsroom decisions.
Pansitha (2 0 0 2 ) summarises Thai newspaper’s production process which follows:
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Figure 2-1 : Thai Newspaper’s Production Process
Collecting inform ation from  events and any sources by reporters and writers
4/
W riting and editing news and stories on com puter
4/
Selecting news and stories of the day
Page layout (pagination)
4
Printing process
'L
Distribution -  transports, agents, membership
4
Readers
Source: Pansitha (2 0 0 2 )
The figure presents that the newsroom production processes of newspapers start 
with reporters sending or reporting their information from outside events to 
newsroom via email, mobile phone or fax. Editorial desk staff then receive the 
information and type it into the computer and transfer the news stories to the editor 
to do any rewriting or editing. The news that has been selected to be published by 
the editors will then be transferred to the pagination desk for layout by the computer 
network. After that all selected news are printed and then distributed to the readers. 
The working routine of Thai printed media which consists of a complete process, 
from collecting information from the events and formal sources to news production 
process (writing and editing), selection process, designing pages, printing processes 
and distributing newspapers to the readers. It can be noted that Thai media has a 
similar news production process to international media process mentioned by media 
scholars such as Ericson et al. (1987); Shoemaker (1991) and Shoemaker and Vos 
(2009). In addition, the working routines in Thai print newsrooms follow the same 
rules, news policies and work patterns of their organisations. It is interesting to note 
that Thai newsrooms’ routines have an impact on the production processes and the 
news content that the processes create.
Holloway (2009) also examines the news production process of four Thai daily 
newspapers with reference to the gatekeeping concept and finds that editorial staffs
attend the news meetings to brainstorm about what information the editorial team 
need each day and what information is selected to be published in the print edition. 
At this stage, Thai editors play an important role in the news meetings by suggesting 
the stories that make the headlines and news of the day. This noticeable process 
helps to explain the importance of gatekeeping process in Thai media. It is in line 
with international media scholars (Shoemaker et al, 2001 and Shoemaker and Vos,
2009) who show that the important process is the selection process which selects 
some information to be published and some information not to be published. The 
gatekeeping process involves the decision-making of the editors which McQuail
(2 0 0 0 ) defines as an initial selection process and later editorial processing of news 
reports in news organisations. The gatekeeping, which plays an important role in the 
analytical concept of this study, will be discussed in the next section.
2.2.2 Gatekeeping
Gatekeeping has played the important roles in the media, particularly television and 
newspapers, in their news production process of shaping and distributing information 
to the public (Shoemaker, 1991). Shoemaker and Vos (2009) define gatekeeping as 
the process of culling and crafting countless bits of information into the limited 
number of messages that reach people every day, and it is the earlier of the media 
role in modern public life. This process determines not only which information is 
selected, but also what the content and nature of the messages, such as news, will 
be. Gatekeeping also offers a framework for evaluating how selection happens and 
why some items are selected and others declined. It also provides a structure for the 
study processes other than selection, such as how content is shaped, structured, 
positioned and timed (Shoemaker and Vos 2009).
Gatekeeping is still the one of the most important mass media theories studied by 
many media scholars. It is worth noting here that this research analyses gatekeeping 
concept in the study of news selection and news content of climate change that has 
been selected and created by the production process. At this point, it is important to 
define gatekeeping concept because it is used as the main conceptual framework of 
this research to understand news production process and news content of Thai 
media.
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The term ‘gatekeeping’ was coined by Lewin in 1947. He defined gatekeeping as ‘the 
process by which a vast array of potential news messages are winnowed, shaped, 
and prodded into those few that are actually transmitted by the news media’ (Lewin 
1947, cited in Shoemaker et al., 2001, pp. 84). White (1950) applied Lewin’s theory 
to a journalism context and found that the decisions of a wire editor from a small city 
newspaper in the Midwestern U.S. (called by White as ‘Mr. Gates’) influenced news 
selection. Mr Gates was highly subjective on value-judgments. The decisions were 
based on Mr. Gates’s set of experiences, attitudes and expectations. Some items 
were also rejected due to insufficient space to publish or similar ones were already 
being published (Shoemaker and Vos, 2009 and Currie, 2011). This shows that 
space is a bigger issue with televisions and newspapers.
The concept of gatekeeping has subsequently proved popular with many media 
scholars in the study of news selection (Shoemaker and Vos 2009, Singer, 2003 and 
2006 and Barzilai-Nahon, 2008). White’s study has influenced several media studies. 
For example, Snider (1967 cited in Currie, 2011) repeated White’s study and found 
that Mr. Gates or the editor selects the stories that he likes and believes his readers 
want to read. Bleske (1991 cited in Currie, 2011) duplicates White’s idea with Ms. 
Gates (the female editor from a southern U.S. daily newspaper) and finds that 
although the number of gatekeepers and equipments are different from the past, the 
editors still work in very similar ways.
McQuail and Windahl (1981 cited in Shoemaker and Vos, 2009) subsequently 
visualise White’s study and present White’s version of gatekeeping model as Figure 
below. It is a basic concept to describe the news selection process.
Figure 2-2: White’s Version of Gatekeeping
N 1. N4 « discarded Heme
Ngf. Ng! « aclacGed Rems
Source: McQuail and Windahl (1981, cited in Shoemaker, 2009: p. 16)
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Shoemaker and Vos (2009) describe the gatekeeping process in White’s version of 
gatekeeping model as follow: sources of news (N) send news items (Ni, N2 Ns and 
N4) to the media gatekeeper. Some news items (N1 and N4) are discarded while 
some news items (N2 and Ns) are selected. However, it can be noted that the 
selected news items may change (N21 and Ns1) as they pass though the gate on to 
the audience (M).
Lewin (1951) introduces forces in front and behind the ‘gate’ that can change polarity 
of the news item when it passes through the gate. For example, events that are 
taking place in remote location (negative force) can be overcome if, when event is 
important enough, more resources are committed to move people and equipment. 
As a result, negative force becomes positive: valuable cost.
Shoemaker and Vos (2009) expand concept of forces and state that there are at 
least four issues not addressed by Lewin (1951):
1. Forces may retain their polarity after passing through a gate. For example, 
more newsworthy items are more likely to pass through the news gate. In 
other words, perceived newsworthiness facilitates movement through the 
gates.
2. Forces may vary in strength. Some forces conflict with others and strong 
forces have more influence on passing items through a gate than weak 
forces. For example, news items which are more vivid attract more attention 
than pallid items. The strength of a news item’s force should be positively 
related to how vivid the provided information is.
3. Forces may have a bidirectional influence through a gate with forces behind a 
gate influencing those before the gate. The number of items related to the 
same event may affect the strength of forces. For example, if in front of the 
gate there are three items about one event and only one about another, then 
one of the three items is more likely to be selected to pass the gate.
4. Different forces and polarities affect the entire gatekeeping process, not just 
selection of items. Items with a positive force are not only more likely to be 
selected, but they also should be attractively shaped and be well timed to
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attract the largest audience. On the other hand, items with a negative force 
are less likely to be selected; they are intentionally withheld or censored.
From White’s version of gatekeeping model, Shoemaker and Vos (2009) conclude 
that these forces: the nature of the forces, strength, number and polarity, help to 
determine what happens to a message when it enters a news selection process.
According to the hierarchy of gatekeeping influences on news content, several 
studies (Berkowitz, 1990; Shoemaker and Reese, 1996, McQuail, 2005 and 
Shoemaker and Vos, 2009) show that gatekeeping has influence at five levels: the 
characteristic of individual communication workers (their life experiences, work 
experiences, personal values and attitudes), the routines of communication work (set 
of practices in judging newsworthiness), the organisation level (media ownership 
patterns, decision-making structure and the characteristics of their markets), the 
social institutional level of analysis (forces outside media organisations, such as the 
government, advertising, audiences and interested groups) and the social system 
level (a country’s political or economic system which controls the gatekeeping 
process and culture’s ideology). Shoemaker (1991) argues that gatekeepers at the 
organisational level are the most important because they own the organisation, hire 
editors and make the organisation’s regulations.
Looking at the journalists’ work routines, decisions about news selection and 
placement are made on a daily basis. Each story must pass through a number of 
gatekeepers before making publication. Single individuals cannot deliver the process 
by making decisions independently; rather a story’s success is subject to the 
decisions of many gatekeepers who operate at different levels in the process (Semir, 
1996 and Singer, 1998). Semir (1996) goes on to explain that decisions are made at 
many levels: organisation’s editors, directors, editors and journalists who specialise 
in specific areas. Shoemaker (1991) gives an example where gatekeeping occurs at 
all levels of news production processes -  from the reporter deciding which sources 
are chosen to be included in a story, to editors deciding which stories are reported or 
covered. For example, some information ends up on a newspaper’s front pages, 
some in the middle of a news section and some never makes it through the news at 
all (Shoemaker, 1991). However, editors and directors of organisations are mainly
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identified as the main lines of decision making in production process (Semir, 1996). 
Directors of organisations are essential because organisations hire the gatekeeper 
and make the rules (Shoemaker, 1991).
In addition, Reisner (1992) and Sumpter (2000) point out that editors have amassed 
more control over the news production as gatekeepers in newspaper newsroom. 
Reisner (1992) goes on to describe the format of a newspaper newsroom in terms of 
a news selection:
‘A senior editor, usually the managing editor, leads the meeting and organizes 
the speakers. During the first portion of the news conference, section editors 
deliver lists of story descriptions . . . In the second portion of the conference, 
the senior editor selects the day’s front page stories. ’ (Reisner, 1992, pp. 973)
This reflects the idea that an editor is defined as a gatekeeper in newsroom. In 
addition, Tsai (2005) observes a television work routine in Taiwan and finds that the 
reporter is assigned by the section editor. The reporter has time to produce news 
story; then the assignment is carried out and handed in to the editor. The editors, 
who often play an important role of gatekeeper, review and correct the story to 
ensure that the story attains high standard. However, the reporter cannot be sure 
that the story will be broadcast until the story proceeds to the final phase of the 
assignment. It can be noted that the news productions of newspaper and television 
are similar as ‘gatekeepers’ are very important in the news routine of both media.
Reese and Ballinger (2001) argue that gatekeeping is a main task of journalists to 
show their claims to be the ones who decide what the public want to know, as well 
as when and how information should be provided. It can be noted that several 
decisions of news selection are made by the gatekeepers. Gatekeeping provides an 
integrated view of social reality to the society (Shoemaker, 1991). Gatekeeping is 
also one of the media’s central roles in the public life. The public rely on mediators to 
transform information about billions of events into a manageable number of media 
messages (Shoemaker and Vos, 2009).
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In addition, the most observable effect of gatekeeping on the audience is cognition 
(Shoemaker and Vos 2009). Cognition shapes the audience’s thoughts about what 
the world is like. Information which gets through all gates can become part of 
people’s social reality. In addition, the gatekeeping process can affect audience 
attitudes and opinions directly to the extent that supporting or conflicting messages 
pass through the gates. News decisions from gatekeeping have the potential to 
influence the audience’s attitudes and opinions directly (Shoemaker and Vos 2009). 
This will be further discussed in Chapter Three.
The concept of gatekeeping is relevant for understanding the selection of stories 
across diverse media forms: printed media (Sumpter, 2000; Cassidy, 2006 and 
Moody, 2011), broadcast media (Berkowitz, 1990; Kim, 2010 and Moody, 2011) and 
online media (Beard and Olsen, 1999; Cassidy, 2006 and Singer, 2006). For 
example, Sumpter (2000) observes and interviews daily newspaper editors at The 
News and finds evidence that editors use imaginary interlocutors, critiques from 
experienced editors and conversations in and out the meetings to select news 
stories. Kim (2010) also finds evidence in his study of U.S. television journalists that 
journalists select international news based on market demands and local relevance. 
He discovers the difference between network and local television journalists and 
finds that network journalists selected international news with diverse themes while 
local television journalists have more pragmatic approach due to business pressures 
and audience demands. In other study of gatekeeping in newspaper and television 
newsrooms, Moody (2011) reports how the newspaper and television editors select 
press releases and indicates that they share the same opinion that press releases 
must produce more interesting, more understandable and more credible information.
Some researchers criticise that the concept of gatekeeping is quite dated and other 
approaches to exploring what makes the news are proving more influential now. For 
example, Singer (2006) explains how traditional newspaper use online tools and 
state the importance of gatekeeping that ‘the power of gatekeepers seems to 
diminish in a modern information society. The internet defies the whole notion of a 
gate and challenges the idea that journalists (or anyone else) can or should limit 
what passes through it’ (Singer, 2006: pp.265). This critique shows that the power of
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editors to act as gatekeepers has decreased as the internet enables access to many 
diverse perspectives.
Although the idea of gatekeeping is no longer novel and the power of editors to 
gatekeep news is challenged by the proliferation of opportunities for individuals to 
publish material online, the literature indicates that the concept still remains an 
important one for understanding contemporary news production. Shoemaker and 
Vos (2009) support that gatekeeping has not completely lost its place in the mass 
communication field. The practice of gatekeeping has also been found across 
various media and occurs at different levels, in the production (by reporters) and 
during the selection process (by editors). For example, Beard and Olsen (1999) 
shows the result of the interviews with eight college and university webmasters in 
three U.S. Midwestern states demonstrating that webmasters’ personal 
characteristics and attitudes influence their media content decisions. They also face 
a variety of organisational and other constraints, some specific to web gatekeepers 
in academic establishments. In other study of website gatekeeping, Singer (2006) 
shows the result of the coverage of the 2004 political campaign on online 
newspapers and finds that online newspaper editors are reconceptualising their 
gatekeeping roles by integrating the interactive features with the users. The editors 
provide content with help of interactive voter guides and ballot builders. It shows that 
the concept of gatekeeping is still important for consideration of online media.
To date, there are no existing studies of how gatekeeping operates to influence 
climate change in the Thai context. There is a significant need for studies on this 
issue in Thailand due to the lack of previous research. Many Thai studies are mainly 
conducted in gatekeeping related to other environmental issues; for example, 
disaster broadcasting (Singapat, 1999), forest resource conservation 
(Mungphungklang, 2001) and policy of environmental program on television 
channels (Wannasiri, 2005), none of them has focused on climate change. The study 
of how gatekeeping operates to influence climate change in the Thai context will also 
consider how gatekeepers create aspects of climate change news content for the 
public. It is also expected that the study will attract more Thai scholars to this area in 
the future. In addition, influence of other certain stakeholders, such as governmental 
owner which exert strong influence in Thai media, is hardly discussed in the
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reviewed literature. This is because most of literature is focused on editors who are 
the most significant in the process.
In addition, the definition of gatekeeping chosen in the research is as proposed by 
McQuail (2005, pp.556) which concludes the definition of gatekeeping as ‘a general 
term for the role of initial selection and later editorial processing of event reports in 
news organizations’. This reflects the idea that news organisations have to decide 
what events to admit through the gates of the media on grounds of their criteria of 
newsworthiness. At this point, it is useful to review newsworthiness concept in the 
next section.
2.2.3 Newsworthiness
Before exploring the concept of newsworthiness, it is important to comprehend the 
definition of news. There are many explanations suggested by scholars. Breed 
(1956, pp. 447) defines news as ‘the report of a recent event judged by newsmen to 
be worthy of publication for the interest and/or information of members of their 
audience’. Tuchman (1976, pp. 97) suggests that the news is ‘a constructed reality. 
Bayer (1988, pp.4) explains a definition of news as ‘information people need to 
knov/. Stephens (1988, pp.9) considers that news is ‘new information about a 
subject of some public interest that is shared with some portion of the public’. 
Alaverdyan (2007, pp. 13) defines news as ‘the immediate, the important, the things 
that have an impact on our lives’.
In addition, Windschuttle (1997) reflects the definition of news via journalists’ 
responsibility as:
‘Journalism is committed to reporting the truth about what occurs in the world. 
Journalists go out into society, make observations about what is done and 
what is said and report them as accurately as they can. Journalism in other 
words, upholds a realist view of the world and an empirical methodology’ 
(Windschuttle, 1997, pp. 4)
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This reflects the idea that journalists maintain ‘the facts’ to create news. On the other 
hand, some scholars believe that news is a product of ‘reality’ of social construction. 
Hall et al. (1978) explain that:
‘The media do not simply and transparently report events which are naturally 
newsworthy in themselves. News is the end product of a complex process 
which begins with a systematic sorting and selecting of events... At any given 
moment billions of simultaneous events occur throughout the world... All of 
these occurrences are potentially news. They do not become so until some 
purveyor of news gives an account of them. The news, in other words, is the 
account of the event, not something intrinsic in the event itself’ (Hall et al., 
1978, pp. 53)
Hall et al. (1978) also emphasise that the news is a product of the structured process 
of news construction: from what a reporter choose to make a story, to the style of a 
written story and to the sources attributed. It is also based on a complex of socio­
economic, political, organisational and ideological criteria. Alaverdyan (2007) 
explains that news is generally classified as hard or soft news. Hard news is stories 
about events or conflicts which have just happened or are about to happen, such as 
political meetings, demonstrations, or court cases. These stories are reported as an 
account of what happened, why it happened and how the audience is affected. On 
the other hand, soft news is stories which are proposed to entertain or inform the 
audience. There is frequently an emphasis on human interest or novelty. They may 
focus on people, places or subjects that affect the life of members of the audience 
(Alaverdyan, 2007).
From above, it is concluded that there is no standard definition of news; however, 
news content becomes more important in the news production. One way to 
determine news content is by evaluating the newsworthiness which a story 
contained. Newsworthiness supposedly makes a story more likely to be chosen as 
news. The story which is deemed newsworthy has a much better chance to be 
picked up in newsrooms. Lovell (1980) indicates that for stories to become news, 
they must have elements of newsworthiness:
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‘News is very different from ordinary, everyday events. These with enough 
training and experience recognise it instantly for what it is: an event that will 
affect the lives of more than one person and be interesting to others to read 
about or view. An event must be reported to be news. Elements like proximity, 
impact, accidents, crime, natural disasters, uniqueness, war and timeliness 
help reporters and editors decide what news is’ (Lovell, 1980, pp. 40)
Lovell (1980) shows that there are many elements that journalists can use to decide 
what news is. These elements are identified as ‘newsworthiness’. Definitions of 
newsworthiness vary. For example, Sayer (1988, pp.5) explains that newsworthiness 
is an element having ‘that indefinable quality of interest which attracts public 
attention) Meyers (1997, pp. 18) defines it as ‘qualities journalists believe make an 
event worth reporting’ and Jiwani (2006, pp. 38) describes it as an element that 
‘makes a story worth telling’. Middleton and Chamberlin (1988) provide a detailed 
definition:
‘Newsworthiness is an elastic term. News has been said to include all events 
and items of information which are out of the ordinary humdrum routine and 
which have that indefinable quality of interest which attracts public attention. 
Newsworthiness events include all manner of official activities, public 
occurrences, tragedies, and oddities’ (Middleton and Chamberlin, 1988, 
pp. 174)
Newsworthiness is found to be the most important criterion in pursuing or rejecting 
stories in the media (Harmon, 1989 and Matthews, 2007). Hodkinson (2011) goes on 
to explain that newsworthiness provides greater understanding of the priorities of 
news selection. The criteria of newsworthiness have been applied more broadly. 
O ’Sullivan (1983) states that:
‘Numerous attempts have been made over the years to pin down news values 
more specifically. But it is hard to collate these into a hard and fast list of 
values, because different studies have approached the idea from different 
standpoints, using different assumptions and terminology’ (O ’Sullivan, 1983, 
pp. 154)
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Each scholar identifies different criteria of newsworthiness as shown in Table 2-1 : 
Table 2-1 : Criteria of Newsworthiness
Scholars Criteria of Newsworthiness
Galtung and Ruge (1973) 
McQuail (2005)
Shoemaker and Vos (2009) 
Allan (2010)
frequency, amplitude, clarity, culture proximity, 
predictability, unexpectedness, continuity, composition, 
elite nations, elite people, personification and negativity
large scales of events, closeness to home, clarity of 
meaning, short time scales, relevance, consonance, 
personification, negativity, significance and drama and 
action
timeliness, proximity, significant, impact 
(consequence), human interest, conflict (controversy), 
sensationalism, prominence and novelty (unusual)
conflict, relevance, timeliness, simplification, 
personalisation, unexpectedness, continuity, 
composition, reference to elite nations, reference to 
elite persons, culture specificity and negativity
Sources: Galtung and Ruge (1973), McQuail (2005), Shoemaker and Vos (2009) 
and Allan (2010)
It can be concluded that there is no compete lists of newsworthiness criteria. The 
specific criteria of newsworthiness depend on the individual journalist and news 
organisation (Chermak, 1995). For the purpose of this study, similar criteria of 
newsworthiness related to environmental issues are grouped into a single list as 
follows:
Drama (dramatic (O’Sullivan et al., 1983); memorable emotions (Ryan, 1991); drama 
(Sandman, 1994); drama and action (McQuail, 2005) and sensationalism 
(Shoemaker and Vos, 2009)): Drama is considered as one of significant criteria of 
newsworthiness. Ryan (1991) suggests that dramatic structure is a criterion that 
generates the public interest and is often sensational and emotive. Several studies 
(Lowe and Morrison, 1984; Mazur and Lee, 1993; McComas and Shanahan, 1999 
and Matthews, 2007) identify that dramatic criterion will contribute to successful 
environmental news for the reason that dramatic descriptions build strong connection 
between the news issues and the audience. However, Downs (1972) argues that 
dramatic reporting may help to capture the public attention, after a while it may bore 
and desensitise them to the issues. Similarly, for example, Norgaard (2006)
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conducts ethnographic and interview data from a rural community in Norway and 
identifies that respondents avoid thinking about climate change because the media 
raise fears of ontological security, emotional helplessness and guilt, and the story is 
a threat to individual and collective sense of identity. Moser (2007) indicates that 
emotive narrative may itself be counterproductive by encouraging the public to 
disengage or become habituated to the messages that they receive.
Beder (2004) shows that television, compared with other media, is very good at 
providing emotion and drama; however, it avoids background information on news 
content and is poor at presenting in-depth information on complex issues. Peer and 
Chestnut (1995) explore the relationship between television and newspaper news 
content in the United States and find that television reporters emphasise the 
sensational aspect of a story more than newspaper reporters. Tabloid newspapers, 
however, also often present environmental stories in a sensational manner (Ozturk,
2010).
Conflict (conflict (O’Sullivan et al., 1983); conflict or controversy (Shoemaker and 
Vos, 2009) and conflict (Allan, 2010)): Allan (2010, pp. 72) indicates that there are 
two sides of a story; ‘when these ‘sides’ are in dispute, a sense of immediacy is likely 
to result at the same time that potential interest is enhanced through dramatization’. 
It can be concluded that conflict and drama are closely linked. The media prefer to 
cover conflict because conflict is essential to drama and it draws attention to the 
public, so dramatic conflict creates a newsworthy story. Sandman (1994, pp. 258) 
explains that journalists normally use conflicts between sources of information for a 
more significant environmental story by starting with government officials: ‘if the 
government say “dangerous, ” they look for an industry source or possibly an expert 
to say “safe” and if the government says “safe, ” they look for a citizen or possibly an 
activist to say “dangerous”’.
Prominence (elite people (Galtung and Ruge, 1973); prominence (Sandman, 1994); 
celebrity (Harcup and O ’Neill, 2001); impact or consequence (Shoemaker and Vos,
2009); prominence (Shoemaker and Vos, 2009) and reference to elite persons 
(Allan, 2010)): Prominence applies to activities which are performed by anyone who 
is famous in the public on a national or international level, such as politicians,
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members of monarchy, corporate leaders, celebrities, actors /  actresses and artists 
(Ryan, 1991 and Allan, 2010). These groups are more important in news terms than 
normal people. Using famous people as legitimate news actors is aimed to provide 
valuable information to the public; at the same time, famous people can enhance 
their public image via the media. Kellner (1990, pp. 113-114) explains that 
‘Professional codes ensure that what is considered important is that which is said 
and done by important people. And important people are people in power. Television 
news thus privileges holders of power*. Boykoff and Goodman (2009) and Smith and 
Joffe (2009) indicate that there is a substantial increase in celebrity involvement in 
climate change issue in many countries, such as Australia, the United States, Britain 
and Canada.
Elite nations (elite nations (Galtung and Ruge, 1973) and reference to elite nations 
(Allan, 2010)): This criterion of newsworthiness is related primarily to events in the 
countries which are regarded as directly affecting the audience’s well-being, such as 
developed countries. If similar events happen in developing countries, they only 
infrequently gain a newsworthy status (Allan, 2010). The criterion of elite nations is 
closely related to proximity criterion.
Geographic proximity (closeness (O’Sullivan et al., 1983); proximity (Sandman, 
1994); closeness to home (McQuail, 2005) and proximity (Shoemaker and Vos,
2009)): Ryan (1991) suggests that the media focus on events or issues which impact 
the public in their local regions. It can be concluded that proximity refers to the 
geographical nearness of the event. If it happens nearby, it makes the story more 
newsworthy than if it happens elsewhere. The public react most strongly to events 
happening near them (Greer, 2003). This is also known as the ‘local angle’. Singer
(2001) points out that many international news organisations shift from global to local 
climate change issues because the local angle impacts the public individually. In 
addition, Gans (1979) suggests that those events or issues from abroad that impact 
their domestic audience can also meet the proximity criterion. Ma (2008) supports 
that international climate change situations seem to have exerted a strong impact on 
China’s printed media coverage because climate change is an international issue 
which also affects the country directly.
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Significance (disasters (O’Sullivan et al., 1983); impact (Ryan, 1991); seriousness 
(Sandman, 1994); significance (McQuail, 2005); significance (Shoemaker and Vos 
(2009)): Significance refers to a story that affects a large number of people. Such 
stories normally involve events that cause property destruction on a large scale and 
loss of lives (Harcup and O ’Neill, 2001). Among the events, disasters are more 
newsworthy in both domestic and foreign news. Major disasters can also become 
opportunities for the media to attract public attention (Pidgeon, 2010). Tierney et al. 
(2006) and Bennett et al. (2007) explain that a disaster stories, such as Asian 
Tsunami and Hurricane Katrina, are not only focused by national news media, but it 
is also spotlighted by media around the world. This criterion is closely related to 
negativity criterion (Galtung and Ruge, 1973).
Tim eliness (currency (Ryan, 1991); timeliness (Sandman, 1994); short time scales 
(McQuail, 2005); timeliness (Shoemaker and Vos, 2009) and timeliness (Allan,
2010)): Allan (2010) indicates that recent events are favoured. Events must be 
reported as soon as possible after they occur; otherwise they are not worth to report 
at all. The public certainly expect the current news from the media. Furthermore, the 
media must run stories immediately if there have more space or time.
Unexpectedness (unexpectedness (Galtung and Ruge, 1973); novelty (Herbert, 
2000); novelty or unusual (Shoemaker and Vos, 2009) and unexpectedness (Allan,
2010)): This criterion describes events that are out of the ordinary. Allan (2010, pp. 
73) gives an example of an old cliche for this criterion: ‘dog bites man isn’t news; 
man bites dog is’. From this cliché, it suggests that the public favour unusual or 
unexpected events or issues and these deem newsworthy.
Consonance (consonance (Galtung and Ruge, 1973); cultural resonance (Ryan, 
1991) consonance (McQuail, 2005)): The media favour to cover events that fit with 
existing knowledge and expectations of journalists and the public. The stories that 
are predictable allow for a more efficient allocation of newsroom resources 
(Tuchman, 1978). However, the criteria of consonance appears to conflict with 
unexpectedness criteria.
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In conclusion, each news stories include different criteria of newsworthiness; some 
clearly have more elements than others. The story with more elements is more likely 
to be selected to be news (Lovell, 1980; Newsom and Wollert, 1985 and Shoemaker 
and Vos, 2009). Some criteria of newsworthiness appear as oppositional binaries: for 
example, consonance and unexpectedness, which do not coexist with each other. 
Consonance refers to events that accord with the pre-existing knowledge and 
expectations of journalists; on the other hand, unexpectedness refers to events that 
are out of the ordinary. However, several criteria of newsworthiness are closely 
overlapped or related to each other: for example, Gans (1979, pp.35) explains that 
‘foreign conflicts must be more dramatic and usually more violent than their domestic 
equivalents to break into the news’.
2.3 Sources Influencing Media Coverage of Climate Change
In an interview with Fahn (2008, pp.88), Shanahan (the press officer for the London- 
based International Institute for Environment and Development) points out that 
‘journalists in developing countries often have a mountain to climb when trying to 
cover climate change... Few have a science background or have received training in 
dimate-change reporting so it is unsurprising to see errors in stories about the 
technical aspects of the issue’. Climate change is a complex subject by any 
standard; Fahn (2008) describes journalists in developing countries as lacking 
understanding of climate change and media coverage of climate change in these 
countries, such as Indonesia and Vietnam, as woefully inadequate and suggests that 
a lack of scientific literacy has resulted in journalists reporting inaccurate information 
to the public.
In addition, there are previous studies focusing on understanding of climate change 
among journalists: for example, Wilson (2000) develops questions from the reports 
of the IPCC and tests them for accuracy by a panel of national scientists. Wilson’s 
findings (2000) indicate that journalists with environmental background were more 
knowledgeable about climate change than the general journalists’ population. 
However, many of them were confused about the basic science of climate change, 
especially about the scientific terms ‘greenhouse effect’ and ‘global warming’ and the 
scientific effects of climate change. Sundblad et al. (2009) compare knowledge of
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climate change among experts, journalists, politicians and laypersons in Sweden and 
find that knowledge of causes of climate change was greater than that of current 
state of climate state and of future consequences. The highest level of knowledge 
was presented by experts, followed by journalists, politicians and laypersons. From 
these studies, it can be concluded that journalists still lack understanding of climate 
change. Shanahan (2006) points out that general problems facing reporters who 
report climate change also include lack of training, unsupportive editors and limited 
access to information. From these problems, Wilson (2000) indicates that the media 
have to rely heavily on sources for their news reporting and that use of sources has 
a direct impact on journalists’ understanding of climate change.
Shoemaker and Reese (1996, pp.23) define sources as ‘external suppliers of raw 
material, whether speeches, interviews, corporate reports or government hearings’. 
Additionally, Gans (1979 cited in Lester, 2010) explains the importance of news 
sources:
‘To understand the news fully, researchers must study sources as roles and 
representatives of the organized and unorganized groups for whom they act 
and speak, and thus also as holders of power. Above all, researchers should 
determine what groups create or become sources, and with what agendas; 
what interests they pursue in seeking access to the news and in refusing it. 
Parallel studies should be made of groups that cannot get into the news, and 
why this is so. And researchers must ask what effect obtaining or failing to 
obtain access to the news has on the power, the interests, and the 
subsequent activities of groups who become or are represented by sources 
(Gans 1979 cited in Lester, 2010: pp.91)’
The media are supposed to be news disseminator in covering climate change issue 
(Corbett et al., 2008). Wilson (2000) indicates that most journalists lack basic climate 
change knowledge and they heavily rely on sources whom they can trust to provide 
legitimate information in covering the issue. As a result, use of sources has a direct 
impact on journalists’ knowledge of climate change. Shoemaker and Reese (1996, 
pp. 178) explain that ‘sources have tremendous effect on mass media content, 
because journalists can’t include in their news reports what they don’t knoW. The
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media depend largely on sources to report climate change issue and sources have a 
primary role in influencing news content in the media to meet their own needs and 
interests (Shoemaker and Reese, 1996; Wilson, 2000 and Williams, 2001).
However, Gans (1979) argues that sources do not have equal power to influence 
journalists because persons with economic and political power such as media 
owners or the government are more likely to affect news content than those without 
power. There are various sources that attempt to influence climate change issue. 
Different types of sources reliably provide journalists with different types of content 
(Sandman, 1994). In case of environmental issues, previous research (Trumbo, 
1996; Allan et al., 2000; Boyce and Lewis, 2009 and Wu, 2009) indicate that 
government officials, industry groups, environmental groups and general public 
appear to be key sources and increasingly conspicuous in engaging in climate 
change issue.
Government officials have played a significant role in influencing the coverage of 
climate change (Sandman, 1994; Trumbo, 1996; Dunwoody, 1999; Carvalho and 
Burgess, 2005; Gelbspan, 2005; Rahman, 2010 and Zhang, 2011). Miller and 
Reichert (2000) give the reasons that the media rely more on government officials 
than on individuals or less official sources: official sources are always available and 
can meet journalists’ time and resource constraints; official sources are usually 
considered to be credible and provide important and newsworthy information; and 
official sources often have access to informed personnel, such as government 
scientists. Wilson (2000) supports that using official sources can considerably 
improve the quality of climate change news reporting. Hansen et al. (1994) indicate 
that journalists continue to use the same official sources which they have trusted for 
years. In addition, official sources disseminate routine channels for journalists to 
receive more information. Routine channels include press releases, press 
conferences and events (Shoemaker and Reese, 1996). Hess (1981) suggests that 
relying on routine channels reduces the need for specialists and time to gather 
information.
Compared with other official sources, scientists are the primary sources in climate 
change issue early on. Scientists are considered as high status and trustworthy
sources; they also have plenty of information for journalists to gather (Rubin and 
Sachs, 1971; Watts, 1993 and Dunwoody, 1999). The scientists’ focus is on the 
scientific consensus of climate change: causes and consequences (Wilkins, 1993).
However, political issues are paid more attentions by the media. Wilkins (1993) finds 
that half of climate change stories relate to political events. Similar to Wilkins (1993), 
Carvalho and Burgess (2005) study the British newspapers’ coverage of climate 
change and find that politicians presently become major sources since climate 
change has shifted from been a scientific to a political issue. It shows that politicians 
are influential in the rapid increase of media coverage because they adopted climate 
change as an important concern (Williams, 2001). Armitage (2005) explains that 
many politicians argue that scientists in the IPCC reflect climate change as a liberal 
agenda and this opinion is supported by large industry groups. These industry 
groups, primarily oil and coal industries, sponsored the media and launch campaigns 
to raise doubts about climate change (Gelbspan, 2004). This idea reflects the main 
factor in media promotion of climate scepticism.
In addition, governments of most countries exert controls over the media (Djankov et 
al., 2003). In countries where the media are primarily owned by the government, 
government control is exerted through media financing. In countries where the media 
are owned by private companies, government control is exerted through laws, 
regulations, licences and taxes (Shoemaker and Reese, 1996). From this 
perspective, the government can also influence media content.
Environmental groups or NGOs (non-government organisations) are also important 
stakeholders 'who act as sources for médiatisation of climate change’ (Mormont and 
Dasnoy, 1995: pp. 59) in terms of conducting public relations campaigns (Gamson 
and Modigliani, 1989 and Barnett, 2005). Elliot (1998) indicates that environmental 
groups try to influence governmental policies and institutional practices as well as to 
transform social values with the aim of inspiring behavioural change. Environmental 
groups reach out to the media through interviews, press releases and their websites 
(Quigley, 2006). Doyle (2009) identifies that climate change is a priority campaign for 
the entire international environmental groups. Quigley (2006) interviews with several 
environmental organisations and indicates that in terms of climate change each
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environmental organisation has different approaches: for example, the National 
Wildlife Federation is interested in increasing solutions-oriented media coverage of 
global climate change and the World Resources Institute provides the scientific 
knowledge to the public for understanding global climate change and other 
environmental issues (Quigley, 2006). However, Burgh and Rong (2011) argue that 
journalists cannot take all environmental groups’ opinions and have to balance 
information with other specialists in order to be equitable.
Industry groups also have influence on media coverage of climate change 
(Ferguson, 2000). Industry groups have economic power to get the story out 
because they can hire people purposely to gather information and make it available 
to the media. If the media are unable to attract the attention of the public at large, 
they cannot attract and retain industry groups as their advertisers (Ferguson, 2000). 
Industry groups are evaluated somewhat cynically that they usually use the media to 
promote their campaigns, agendas or programmes because they want to advertise 
their businesses (Gamson and Modigliani, 1989). For example, many industry 
groups have produced ‘advertiser-created television programming’ to represent a 
‘new stage in the long term relation between advertising and the media’. These 
programmes are considered as a tool to provide product exposure to the audience; 
in turn, product sales may help to sustain programme popularity (Shoemaker and 
Reese, 1996).
Members of the public are used differently from other sources. Using members of the 
public can impact and change the nature of news content because the media use 
people as victims in disaster stories for generating public interest and providing 
sensational coverage. Dramatic media portrayals of climate change can raise the 
public’s attention (McComas and Shanahan, 1999).
Shoemaker and Reese (1996) explain that journalists prefer organisational sources 
than individuals. Organisations have full-time staff members to access information, 
while individuals may be reachable only for a short time each day. Seo (1988) 
supports that in a medium-sized daily newspaper, three-fourths of the sources are 
from organisations and only one-fourth is from individuals. It can be concluded that 
journalists cannot avoid collecting information from both types of sources. In
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addition, there are confidential sources that provide information to journalists but do 
not want their names to be published. These sources provide information because 
they derive some satisfaction or benefit from giving information to journalists 
(Gassaway, 1988).
Sandman (1994) analyses evening news coverage of environmental issues in New  
Jersey network from January 1984 to February 1986 and finds that journalists rely 
most heavily on official sources at 57%; by contrast, journalists use industry groups 
as sources at 15%, the public at 7% and environmental groups at 6% respectively. 
When journalists use only one source for a story, government official are chosen in 
72% of all time. Two sources stories most typically pair the government and industry 
groups, the public and the government or the public and industry groups. 
Environmental groups turn up in stories with three or more sources. However, it is 
interesting to note that politicians and industry groups presently become major 
sources as climate change has shifted from scientific to political and industry issues. 
McComas and Shanahan (1999) state that climate change issue has been closely 
connected to politics. Wilkins (1993) indicates that more than 515 climate change 
stories in the US printed media were connected with specific political news. Trumbo 
(1996) concludes that sources that are successful in getting messages to the media 
are more crucial than how the media choose to disseminate information.
To sum up, there are several sources influencing media coverage of climate change. 
Official sources are the most popular among others due to their availability and their 
close connection with journalists. Additionally, it is found that media coverage has 
been controlled by the government in some countries. However, sources of 
information are not the only factor affecting media coverage. Scientific knowledge of 
the journalists, industry and environmental groups also play a significant role as well.
2.4 Conclusion -  News Production Process
This chapter has reviewed the relevant literature and previous studies to provide the 
conceptual framework for this study in terms of news selection, production and 
reporting, as well as newsworthiness in the news content.
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This chapter has reviewed the functions of the media based on Lasswell (1948), 
Wright (1960) and Mendelsohn (1966) and has explained that there are five main 
functions: surveillance, correlation, transmission, entertainment and mobilisation. 
Although Lasswell’s, Wright’s and Mendelsohn’s functions of the media were created 
in 1948, 1960 and 1966 respectively, several international media scholars (Littlejohn, 
1999; McQuail, 2005 and Watson, 2008) and several Thai media scholars 
(Supapong, 1992; Pansitha, 2002; Wannasiri, 2005 and Siriyuvasak, 2008) still 
accept and cite these functions in their work. The functions of the media are key 
tasks for reporters; however, the functions might be less important in the news 
selection process because editors as gatekeepers are the main actors in the 
process. This will be analysed further in Chapter Six.
Regarding news production process, gatekeeping has played the important role in 
media, particularly televisions and newspapers, in their process of shaping and 
distributing information to the public. The original gatekeeping concept created by 
White (1950) and developed by Shoemaker (1991), which is used as a main 
conceptual framework of the study, was discussed. The analysis of the gatekeeping 
process in the news selection provides further understanding of the ways in which 
news content is created and will help to examine how the editors select the stories 
and turn them into the news.
The reviewed literature has indicated that both newspaper and television have same 
main work routines in news production: news gathering, news processing and news 
distribution to the public. Furthermore, gatekeeping has played the important roles in 
news production process. Editors from different sections who work together act as 
gatekeepers in the newsroom. So gatekeeping is an influential factor within media 
organisations. Therefore, results from news production will depend on which stories 
editors select. Gatekeeping could significantly affect news production process in 
Thailand.
Specifically, the concept of newsworthiness used as another main conceptual 
framework of the study was discussed. Newsworthiness is considered as the most 
important criterion in approving or rejecting stories in the media. However, the
reviewed literature does not provide complete list of newsworthiness criteria. This 
study, along with supporting references, tries to group several similar criteria of 
newsworthiness which are expected to be prevalent for the study, into a single set: 
drama, conflict, prominence, elite nations, geographic proximity, significance, 
timeliness, unexpectedness and consonance. Several criteria of newsworthiness are 
closely overlapped or related to each other; however, some criteria of 
newsworthiness appear as oppositional binaries. Moreover, the story with more 
elements of newsworthiness is more likely to be selected to be the news.
In addition, the media are supposed to be news disseminator in covering climate 
change issue. Most journalists lack basic climate change knowledge and they 
heavily rely on sources whom they can trust to provide legitimate information in 
covering the issue. Different types of sources reliably provide journalists with 
different types of content. In case of environmental issues, previous research 
(Trumbo, 1996; Allan et al., 2000; Boyce and Lewis, 2009 and Wu, 2009) indicate 
that government officials, industry groups, environmental groups and general public 
appear to be main sources which are increasingly conspicuous in engaging in 
climate change issue. Amongst these sources, government officials, particularly 
scientists, are generally considered to be credible and provide important and 
newsworthy information. However, it is interesting to note that politicians and 
industry groups presently become major sources as climate change has shifted from 
scientific to political and industry issues. It is expected that all types of sources will 
be prevalent in Thai journalists’ accounts.
Gatekeeping has played an important role in traditional media, particularly 
newspapers and televisions, in their production process of selecting, shaping, and 
disseminating information for mass readers and audiences. Importantly, in Thailand, 
Holloway (2009) indicates that gatekeeping concept still relates to news production 
processes and criteria of newsworthiness are core characteristics of news content of 
Thai traditional media. This idea reflects that gatekeeping concept resonates in Thai 
context. Therefore, applying the gatekeeping concept in this research is a significant 
way to understand the news production process in newspapers and televisions in 
Thailand. The analysis of the gatekeeping process in the news selection provides 
further understanding of the ways in which news content is created. The results of
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the study will answer the research questions and will expand knowledge of applying 
the gatekeeping concept in the study of news selection and production process in 
developing countries.
This is a case study of Thailand; the study of gatekeeping in the news production 
process provides significant insights into forces which inform national coverage of 
climate change. In order to examine how the operation of gatekeeping and 
understanding of newsworthiness concepts informs Thai coverage of climate 
change, interviews with Thai journalists were carried out in Thailand in 2009 and 
2012. Additionally, content analysis of one Thai newspaper sample was adopted to 
justify the findings from participants’ interviews. The details of the methodology will 
be discussed in Chapter Four.
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Chapter Three - Media Coverage of Climate Change and 
the Public
Climate change is a major threat to human wellbeing and natural resources. The 
governments around the world face a number of challenges in raising understanding 
and awareness of climate change as well as promoting behaviours for tackling 
climate change among the public. In this chapter, related previous studies are 
reviewed to explore the background of media coverage of climate change. The 
research also examines the relationships between the public reception of climate 
change information by the media and its impact upon their understanding, 
awareness and behaviours. As will be discussed in this chapter, examining the 
understanding, awareness and behaviour is complex. In attempting to find clarity, 
this chapter discusses an empirical study on the relationships between the public 
reception of the media and its impact upon their understanding, awareness and 
behaviours in relation to environmental issues, particularly climate change, extending 
the research conducted in earlier comparative studies in the field.
The chapter is divided into three sections. Section One explains why environmental 
issues become news, focusing on climate change in particular. Section Two explores 
the concept of understanding and awareness and its link to environmental behaviour. 
Section Two also examines the relationships between the public reception of the 
media and its impact upon their understanding, awareness and behaviours for 
tackling climate change. Section Three concludes this chapter.
3.1 The Media and Climate Change
As this study concentrates on climate change which is a scientific and environmental 
issue, it is important to comprehend how scientific and environmental issues become 
news because it will lead to a better understanding of the development of climate 
change news in media reporting.
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Corbett and Durfee (2004) explain that media reporting of scientific and 
environmental issues was originally from the occasion of a science meeting or 
publication in a major scientific journal to encourage attention to an issue. Scientific 
news was firstly covered by an elite group of scientists. Henderson-Sellers (1998) 
explains that scientists generally believe that they have a duty to communicate the 
outcomes of their research to the public. Some scientists have brought science news 
to the public through the media to advance their own careers or agendas. They tried 
to convince the media that scientific and environmental issues are newsworthy 
(Nelkin, 1995, Weingart et al., 2000 and Corbett and Durfee, 2004); however, many 
scientists face real obstacles to their communication. There are very few scientists 
who have the ability of effective communication with and through the media 
(Henderson-Sellers, 1998). Scientific information is unattractive for media coverage 
(Corbett and Durfee, 2004).
Edwards (2000) explains the reason why many media do not choose to cover 
environmental issues that environmental news does not make profits for their 
businesses as ‘media is made up of profit-seeking corporations owned by wealthy 
individuals and a handful of transnational parent companies' (Edwards, 2000, cited in 
Dispensa and Brulle, 2003: pp.75). Raton (2000) supports this reason and explains 
that media mainly publish sensationalist and often poorly researched stories that 
simply serve to spread public alarm. Marzur and Lee (1993) find in a study of news 
content that human drama and other components of a good story play a part in 
bringing science topics to be news. According to Mazur and Lee (1993), when media 
publish environmental issues, such as ozone holes, rainforest destruction and 
climate change, this is the interaction of important news sources, extraneous events, 
attention by national news media and human drama.
The statement from Royal Society (1985 cited in Davies, 2008: pp.413) argues that 
‘scientists must learn to communicate with the public, be willing to do so, and indeed 
consider it their duty to do so’. The scientific issues have been opened up and 
communicated with the public over the last two decades (Davies, 2008). Although 
science is widely used as a device for explaining environmental issues and 
legitimising claims about environmental problems, it could be argued that the
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media’s misuse of science and technology have contributed significantly to 
environmental problems (Howson. 1995).
Weingart et al. (2000: pp.262) claims that ‘scientific research helps to discover an 
environmental problem; it identifies options for the problem’s potential solution; 
scientists inform politicians of these findings; and, as political decision making can 
always be expected to suffer from some inertia or be distorted by interests that run 
counter to environment concerns, scientists can also try to create public awareness 
to foment political pressure’. However, the information flow can fail because of 
inaccuracies or misrepresentations of scientific information by the media (Bell, 1994). 
Weingart et al. (2000) claim that the problem of unsuccessful communication of 
environmental issues must be solved by more and better information and cognitive 
learning processes for all groups involved. Nerlich et al. (2010) show that climate 
change communication is involved with many actors: governments, the public, 
communities, environmental groups, businesses, international organisations, 
celebrities and more. In addition, communication can also be achieved by using a 
wide variety of channels, especially the media.
Boykoff and Roberts (2007) suggest that climate change was first reported in the 
New York Times in 1932: ‘The earth must be inevitably changing its aspect and its 
climate. How the change is slowly taking place and what the result will be has been 
considered...’. Media coverage of human contributions to climate change increased 
more clearly in the 1950s. Media coverage of climate change remained sparse in the 
subsequent three decades. Sachsman (2000) explains that since the 1960s 
scientists, industrialists, environmentalists and government officials have tried to 
publish climate change issues in the media in an effort to influence the public and to 
set legislative agenda because the media are a key arena for forming a framework 
for climate change (Dispensa and Brulle, 2003).. Scientists were the primary sources 
of climate change information before politicians and industrialists entered into the 
media discourse and the issues then transformed into economic and politics 
(Gelbspan, 2005).
In 1965, the president of Science Advisory Committee published the first official 
report to describe that human activities could cause climate change and that it would
have significant consequences for the world (Wilson, 2000). In the mid-1980s, 
international and domestic climate policy began to take shape through activities of 
international organisations, such as the United Nations Environment program 
(UNEP). The inability of the climate change topic to sustain the status of a dramatic 
crisis was the cause of the declined news reporting. In late 1990s, because of the 
actions such as Kyoto Summit and El Nino’s dramatic return, the climate change 
came back on most news agendas again (Bord et al., 2000 and Wilson, 2000). 
Increases in climate change reporting can be noted in the time of releases of the 
IPCC reports in 1990, 1995 and 2001. There are also increases during the 1992 
UNFCCC and the 1997 Kyoto Protocol (Boykoff and Roberts, 2007). Boykoff (2007) 
continues to show that the climate change attention increased when the 
documentary film ‘An Inconvenient Truth’ and the UK ‘Stern Review’ on the 
economics of climate change action were released.
This is all in the line with Downs (1972) who explains the fluctuations of the reporting 
the environmental issues using the model of the issue-attention cycle:
Figure 3-1 : The Model of the Issue-attention Cycle
The pre-problem stage
I
Alarmed discovery and euphoric enthusiasm
4
Realising the cost of significant progress
4
Gradual decline of intense public interest 
The post-problem stage
Source: Downs (1972)
There are five stages in the dynamic of an environmental issue: the pre-problem 
stage, alarmed discovery and euphoric enthusiasm, realising the cost of significant 
progress, gradual decline of intense public interest and the post-problem stage. 
Downs (1972) goes on to explain that this cycle is rooted both in nature of certain 
problems and in the way major communications media interact with the public; 
however, each stage may vary in duration depending upon the particular issue
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involved. The problem must be dramatic and exciting to maintain public interest 
because news is consumed by the majority of the public and it completes with other 
types of other news for a share of the public’s time (Downs, 1972). This issue 
reflects the change of sources in terms of environmental reporting. The early 
reporting on climate change was originated from scientists. Later the climate change 
issue had shifted from scientists to politicians and interest groups (Corbett and 
Durfee, 2004).
Boykoff and Roberts (2007) also claim that research on the media and climate 
change has burgeoned in recent years. There have been a range of qualitative and 
quantitative analyses of the media and climate change. In particular, an amount of 
studies has focused on how climate change is depicted in the media, with most of 
these studies examining newspapers (Wilkins, 1993; McComas and Shanahan, 
1999; Antilla, 2005; Carvalho and Burgess, 2005; Carvalho, 2007 and Salathong,
2009), some focusing on television (Bell, 1994 and Boykoff and Boykoff, 2008) and 
one study examining the website (Gavin, 2009). In addition, climate change stories 
are divided into the different areas: scientific evidence (Trumbo, 1996; McComas 
and Shanahan, 1999 and McCright and Dunlap, 2000), climate change as national 
impacts (Wilson, 2000; Shanahan, 2009 and Ward, 2009), climate change as 
international impacts (Brassard et al. 2004 and Shanahan, 2009), climate change’s 
impact on the environment (Bostrom et al., 1994 and Corbett and Durfee, 2004) and 
climate change’s impact on economy (McComas and Shanahan, 1999 and McCright 
and Dunlap, 2000).
There are some reasons why the media have been interested in climate change 
(Stamm et al., 2000). First, climate change is generally known as one of the most 
important issues on the present international environment agenda. Second, many 
people trust the media as a principal source of information about climate change. 
Third, climate change has generated significant scientific and political controversy. 
Moser (2010) explains that climate change beyond science and politic issues has 
opened up the nature of public discourse: media attempt to reach many more 
audiences, use more diverse forums, channels, a wider range of messengers and a 
number of different framings. Bostrom et al. (1994) explain that in some countries, 
such as New Zealand and the United States, the media are used to be the major
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government source of information on climate change. Wilson (2000) indicates that 
many articles on climate change are sensational, technical or too abstract for people 
and the articles do not help people understanding in details, even though people 
need accurate and understandable information. People cannot make a connection 
between their activities and the long-term global changes that perhaps will take place 
(Wilson, 2000).
Many studies (Hannigan 1995, Jeffer, 1997; Stamm et al., 2000; Dispensa and 
Brulle, 2003 and Sampei and Aoyagi-Usui, 2009) focus on the media and their 
influences on the public. Many scholars (Jeffer, 1997; Stamm et al., 2000; Blanke, 
2001; Kollmuss and Agyeman, 2002; Dispensa and Brulle, 2003; Hounsham, 
2006and Sampei and Aoyagi-Usui, 2009) suggest that the media have a massive 
and important influence on the public. Most people have used media for their 
information, especially information about environmental risks, technologies and 
initiatives (Hannigan 1995, cited in Dispensa and Brulle, 2003). However, some 
scholars (Blanke, 2001 ; Kollmuss and Agyeman, 2002 and Hounsham, 2006) also 
argue that the question of what influences the public is such a complex one, that it 
cannot be visualised through one single framework or diagram. The media coverage 
of climate change and the public will be further discussed in the next section.
In addition, Pavone (2010) summarises the impact of media coverage of climate 
change on the public perceptions in Table 3-1.
Table 3-1 : Media Actions and Impact of Climate Change Issue
Media Action Effect
Information diffusion Educates the public on climate change; increase the 
salience of climate change; promotes a problem­
solving perspective; places climate change on the 
public agenda; may spur policy action
Selection of reported facts Frames the climate change debate; favours policy a 
normative stance on favour or against action
Coverage of natural disasters Increases public awareness; stimulates humanitarian 
aid; increases the public salience of climate change
Source: Pavone (2010: pp. 11)
Pavone (2010) argues that the media’s selection of facts, the frequency of media 
reports and the normative tone the media embraces has a considerable effect on 
public understanding of climate change. All these constitute key findings, especially
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considering the adverse climate change caused by rising global temperatures and 
the mounting urgency of policy action to address the problem (Pavone, 2010). From 
Table 3-1, media have different impacts of climate change issues and events. It also 
can be evaluated that the media’s influence on understanding of climate change 
makes them a major social power in their own right. In this case, the media is 
involved in deliberations with those engaged in findings solutions to issues they 
commonly face. It is interesting to note that media coverage does not only inform the 
public, but can also compel individuals to personal actions and demand action from 
the government.
Related to Chapter Two, Table 3-1 also shows that gatekeeping and newsworthiness 
are important in the media coverage of climate change. For example, media have to 
select which climate change stories become news. The media prefer to cover climate 
change debate because it creates a newsworthy story. Covering natural disasters is 
a significant event which presents opportunities for the media to attract public 
attention.
Some have focused on climate change and journalistic norms (Boykoff, 2007 and 
Boykoff and Boykoff, 2007). These studies found that journalistic norms play a 
significant role in the determination of both what is considered newsworthy and how 
that news is framed. For example, in terms of climate change debate and 
controversy, the framing of the story can be seen as intimately bound up with 
dramatic story. In addition, the influence of the journalism norm of balance in the 
coverage of climate change can lead to information bias, as competing points of view 
on a scientific issue are presented as if they have equal weight when, in fact, they do 
not (Boykoff and Boykoff, 2004; Antilla, 2005 and Boykoff and Boykoff, 2007).
Some have charted the rise and fall of media attention to climate change issues (e.g. 
Carvalho and Burgess, 2005; Carvalho, 2007 and Tolan, 2007). These studies show 
that media reporting of climate change has changed over time. For example, Tolan 
(2007) explains that in Chinese coverage of climate change, media attention rose 
due to the release of IPCC report and the official statements. Furthermore, Carvalho 
and Burgess (2005) who study discourse analysis of climate change reporting 
between 1985-2003 based on three UK broadsheet newspapers by selecting the
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newspapers representing different editorial positions: The Guardian (liberal, social 
democratic politics), The Times (conservative policy) and The Independent (no 
declared party political line), draw attention to how the values and ideological 
cultures of various broadsheet print media are evident in the shape of climate 
change reporting. Values and ideological cultures are explained as variations in the 
media’s reinterpretations of scientific knowledge on climate change which may either 
sustain or eradicate the particular options for policy making and individual action.
Additionally, Flint (2007) states that the message of climate change communication 
has been misunderstood and ignored in spite of great investment of resources, 
detailed scientific analysis and support at national and international levels. The 
problems of climate change communication are the urgent issues (Flint, 2007). The 
media is like a machine that transforms messages across scientists, governments, 
politicians, relevant industrial sectors and audiences; however, all of which 
simultaneously attempt to influence the transformation based on their own interests 
(Xie, 2009). The communications between relevant stakeholders are not successful 
(Flint, 2007). This is a challenge in the media’s coverage to emerge aspects of 
climate change not only the changing climate itself, but also the intensity behind the 
debate (Xie, 2009).
Peters (1995) analyses the miscommunication between scientists and the media and 
identifies many fundamental differences between scientists and journalists. For 
example, journalists assign more weight to the function of the media to entertain than 
scientists do. Scientists and journalists differ in their preferred style of reporting 
(scientists having less understanding of the journalistic need to attract and fascinate 
audience by means of certain stylistic elements) (Peters, 1995).
The obstacles to working with the media also are commercial confidentiality 
agreements, lack of access to skilled communicators who can help with the release 
of stories and time (Henderson-Sellers, 1998). There is also lack of specialists in the 
field of climate change communication. Without their work, results of climate change 
studies may fail to reach greater public. From this perspective, there must be 
cooperation between scientists, the media and the public. Davies (2008, pp.430) 
suggests that ‘scientists could go into public communication activities assuming not
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one-way communication and the sole primacy of scientific knowledge, but rather 
expecting a context-dependent, multiway debate that seeks to acknowledge all 
knowledge forms'. It is well established that media coverage of climate change is not 
simply a random amalgamation of newspaper articles and broadcasting channels 
segments, it is a social relationship between scientists, policy makers and people 
mediated by such news packages.
In addition, others have focused on the reasons for communicating climate change 
uncertainty (Wilson, 2000; Patt and Dessai, 2005 and Shanahan, 2007). Wilson 
(2000) analyses climate change understanding of reporters by a mail survey with the 
Society of Environmental Journalists (SEJ) members of the United States. He finds 
that environmental reporters mainly are humanities graduates and they have to find 
different sources for creating climate change news. The reporters who relied on 
scientists as their primary sources had more accurate climate change knowledge 
than the reporters who relied on the other sources. This study shows that there are 
significant knowledge gaps (educational background and primary sources) among 
environmental reporters. Patt and Dessai (2005) evaluate the IPCC Third 
Assessment Report (TAR) approach to address the issue of uncertainty in 
communication. The result of the study has revealed that the IPCC TAR approach 
leaves open the possibility for biased and inconsistent responses to the information.
Furthermore, Shanahan (2007) notes that climate change is mainly reported as a 
science or environmental story by the editors and reporters; however, many of them 
are humanities graduates who are unwilling or unable to understand science. 
Climate change is a new, extremely complex topic which is easy to get wrong as it 
encompasses the economy, health, security and other areas. In Thailand, where the 
vast majority of environmental journalists are humanities graduate and climate 
change is a new scientific topic, this study expects that Thai journalists have to rely 
on different sources for coverage of climate change as well as the literature above.
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3.2 The Media and Public Understanding, Awareness and 
Behaviour for Tackling Climate Change
Climate change is considered as the most important environmental issue of our time 
(IPCC, 2007); however, Norgaard (2010: pp. 3) suggests that ‘it has taken over 
twenty years for the problem to penetrate the public discourse in even the most 
superficial manner’. Brechin (2008) identifies that all countries are affected by 
climate change but not equally. Regarding climate change mitigation, some countries 
have done better than others; no country has a public base that is adequately 
socially and politically engaged on the issue (Norgaard, 2010). There have been 
several studies (Jeffer, 1997; Stamm et al., 2000; Dispensa and Brulle, 2003; 
Poortinga and Pidgeon, 2003; Lorenzoni et al., 2007; Sampei and Aoyagi-Usui, 2009 
and Howell, 2011) examining public understanding, awareness and behaviour for 
tackling climate change; however, these studies vary in results and will be explained 
in Section 3.2.2. This study reviews the relevant literature and identifies the 
relationships between public understanding, awareness and behaviour related to 
climate change.
In addition, climate change has been visible in the media. Previous studies (Jeffer, 
1997; Stamm et al., 2000; Dispensa and Brulle, 2003 and Sampei and Aoyagi-Usui,
2009) suggest that the media have a massive and important influence on the public. 
From this perspective, this study also reviews the relevant literature in terms of 
relationships between the public reception of climate change information by the 
media and its impact upon their understanding, awareness and environmental 
behaviours.
3.2.1 The Concept of Public Understanding, Awareness and Environmental 
Behaviour
In the context of environmental issues, Burgess et al. (1988) identify the main 
conceptual models of attitude-behaviour theory as deficit models. Kollmuss and 
Agyeman (2002) support these models and illustrate a linear model (Figure 3-1) 
showing that knowledge of environment directs to environmental attitude 
(awareness) which leads to pro-environmental behaviour.
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Figure 3-2: Linear Model of Pro-environmental Behaviour
Pro-
environmental
behaviour
Environmental
attitude
Environmental
knowledge
Source: Kollmuss and Agyeman (2002: pp. 241)
Lorenzoni et al. (2007) explain that engagement in the environmental issues 
comprises three elements: knowledge, attitude and behaviour. Knowledge means 
thoughts or ideas which people have about the issues or objects. However, there is 
considerable debate of the concept of ‘knowledge’ which explains that it is too broad 
as it includes other important factors: beliefs, judgements and expectations (Wiig, 
1993 and Kane, 2003). Wiig (1993) indicates that the concept of ‘knowledge’ should 
be considered individually. In addition, Burns et al. (2003) indicate that 
understanding is ‘a developing comprehension of both the meaning and implications 
of some knowledge, action or process based on appropriate commonly accepted 
principles' (Burns et al., 2003: pp. 186). Considering these perspectives, this 
research refers to ‘understanding’ instead of knowledge. Understanding is a 
necessary precondition to establish positive or negative environmental attitude 
(awareness) (Kaiser et al, 1999) which can shape environmental behaviour (Dainton 
and Zelley, 2005).
Lorenzoni et al. (2007) add that three elements are connected; people know about 
the issue, they also need to care about it and they will be motivated and able to take 
actions. Brostrom et al. (1994: pp.959) also state that ’in order to educate the 
citizenry, we must start by educating ourselves about what they already know and 
believe and how it differs from what they need to know in order to make effective 
decisions’. O ’ Connor et al. (2002) find that persons with pro-environmental attitudes 
were significantly more willing to take actions to reduce greenhouse gas emissions.
Public understanding, awareness and behaviours related to climate change are well 
documented in many developed countries: for example, in the United Kingdom 
(Poortinga and Pidgeon, 2003; Lorenzoni et al., 2007 and Howell, 2011), the United
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State of America (Bostrom et al., 1994; Kempton, 1997; Dunlap, 1998 and Bord et 
al., 2000) and Japan (Sampei and Aoyagi-Usui, 2009). However, to dates there have 
been few studies of these issues in developing countries (Pidgeon, 2010).
In regards to public ‘understanding’ of climate change, Bostrom et al. (1994), Dunlap 
(1998) and Brewer (2005) have analysed public opinion surveys in the United States. 
These studies are in agreement that there is widespread misunderstanding about 
climate science among the general public. Bostrom et al. (1994) suggest that 
Americans mainly confuse causes of climate change and they also tend to confuse 
climate change with ozone depletion. Similarly, Bord et al. (1998) review data on 
public perceptions of climate change in international studies and find that public 
understanding of climate change around the world is poor. Specifically, among a 
sample in the United States of America climate change is generally not perceived to 
be individually threatening or relevant to them.
Additionally, Ward (2009) measures the public understanding of climate change in 
regards to causes of, consequences of and solution to climate change in the United 
Kingdom. The results show that the majority of the public accept that the problem 
exists; however, they are unclear about the causes and consequences of climate 
change and required responses to climate change. However, a recent study by 
Nisbet and Myers (2007) shows that there is increased public understanding among 
U.S. people over the past twenty years regarding climate change: in 1992, only 11%  
of respondents claimed that they understood climate change issue very well, but it 
increased to 22% of respondents in 2007. Brechin (2010) argues that the erroneous 
confusion of climate change is now decreasing.
Another important category is ‘awareness’ of climate change. Awareness is positive 
or negative environmental attitude (Kaiser et al, 1999) which can shape 
environmental behaviour (Dainton and Zelley, 2005). Dunlap (1988) conducts the 
survey from six countries (the U.S., Canada, Mexico, Brazil, Portugal and Russia) 
and finds that a majority of respondents consider climate change as a problem, 
although it is not ranked as serious as loss of ozone or loss of rainforest. Bord et al. 
(1998) study public perceptions of climate change in international studies and 
produce the same results as the Dunlap’s study (1988) that the public consider
66
perceived threat from climate change, but it is less than from other environmental 
issues: air pollution, water pollution, rainforest destruction, ozone depletion, loss of 
species and contaminated soil. Shisanya and Kyayesi (2007) support that in Kenya 
climate change appears as a ‘drop in the ocean’ compared to other problems, such 
as poverty, unemployment, crime and corruption. This illustrates that climate change 
remains of secondary importance for the public (Pidgeon, 2010). Another significant 
finding from Bord et al. (1998) indicate that climate change is a worldwide concern, 
but it is a ‘back burner issue’ and the public has limited willingness to mitigate 
climate change. Moser and Dilling (2004) give a reason that the public is less 
concerned about climate change because it is an environmental issue where 
consequences are perceived to be distantly in the future.
Hellevik (2002) indicates that public awareness of climate change in developed 
countries declined during the 1990s and into the early 2000s. Hellevik (2002) 
conducted a survey in Norway and found that the percentage of respondents who 
were aware of climate change dropped from 40% in 1989 to less than 10% in 2001. 
Similar trends have been reported in other studies (Saad, 2002 and Department for 
Transport of the United Kingdom (DPT), 2010). Saad (2002) also finds that the 
percentage of the U.S. respondents aware of climate change was declining gradually 
from 35% in 1989 to 28% in 2001. DPT (2010) reports that in August 2006 81%  of 
the UK respondents were very or fairly aware about climate change compared to 
only 76% in August 2009. Pidgeon (2010) gives some potential reasons for this 
gradual decreasing trend. Firstly, although climate change was widely debated 
worldwide following the IPCC 4th Assessment and the Stern Reports (2006), it is 
increasingly used as a justification for policy proposal of sustainability domains which 
are not directly recognised as being climate-related (transport, housing, food, social 
and so on). Secondly, during the recent financial crisis environmental topics were 
temporarily withdrawn from public attention due to more pressing immediate issues. 
Thirdly, since the climate change debate moves on from scientific to political agenda, 
many people tend to pay less attention to the issue because they do not have much 
trust in politicians and major industry groups (Pidgeon, 2010).
The studies (Hellevik, 2002; Saad, 2002 and DPT, 2010) show a decrease in 
awareness of climate change; however, this seems not always to be the case. A
study of Dunlap and McCright (2008) finds that awareness of Americans has 
increased from 25% in 1997 to 40%  in 2008; however, it is still really low. It is 
interesting to note that a study of Dunlap and McCright (2008) covers more scope 
than studies of Hellevik (2002) and Saad (2002).
Brechin (2003) highlights that people in developing countries are far more worried 
about climate change than people in industrialised countries; for example, people in 
China realise that climate change is direct threat to them and their families over the 
next decade. Leiserowitz (2007) indicates that the finding from Berchin (2003) 
reflects the reality of long-term vulnerability in adaptive capacity in many developing 
countries and the belief held by people in developed countries that the most severe 
climate change impacts will fall on other people and at other times.
In addition, the recent study from Berchin (2010) concludes that during 2001-2008 
public understanding of climate change across a range of nations has increased. 
Berchin (2010) also indicates that their awareness of the issue also sets against the 
fact that ‘climate change remains a secondary importance’ (Pidgeon, 2010) to 
economic and other problems in most countries. The progress of public 
understanding is variable, with much lower levels of understanding and awareness 
observed in many developing countries around the world (such as China and 
Russia). Similarly, BBC World Services Trust (2010) reports that most Africans 
consider that their weather is changing; however, the levels of awareness and 
understanding of the causes and impacts of climate change are still low. Lower 
understanding and awareness of climate change among the public cause lower level 
of support for climate change actions and policies (Berchin, 2010). On the other 
hand, it is interesting to highlight that Berchin (2010) indicates that climate change 
vulnerability and public awareness in India are high. Billet (2010) analyses the 
content of Indian media and explains that they may influence public awareness by 
focusing on national frame and presenting climate change as a scientific reality 
(100%) caused by human activity (98%) without giving space to contrarian 
viewpoints. The media influence on the public will be further discussed in Section 
3.2.2.
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Some studies (Bord, et al., 2000 and Gatersleben et al., 2002) indicate that 
understanding of climate change is an important factor influencing awareness and 
behaviours. The public across the globe often express a strong desire for action for 
tackling climate change (Leiserowitz, 2007 and Berchin, 2010); however, the public 
need more information about climate change (Kasemir et al., 2003). Behavioural 
change required to tackle climate change has been widely criticised as insufficient 
(Blake, 1999 and Owens, 2000). Immerwahr (1999) conducts focus groups on 
climate change and other environmental issues and indicates that respondents show 
high concern in regards to climate change; however, their concern does not convert 
into action. Similarly, Spence and Pidgeon (2009) support that people may be 
knowledgeable and concerned about climate change, but they are still unlikely to 
change their behaviour. Krosnick et al. (2006) indicate that the American people stop 
paying attention to climate change when they realise the solutions are too difficult.
Other studies in Canada (McKenzie-Mohr, 2000) and in U.S.A. (Stamm et al., 2000) 
have also found that the public are at least aware of climate change; however, they 
are not motivated to act. For example, Stamm et al. (2000) explain that most 
American people have heard about environmental problems; however, they have 
limited understanding of them. As a result, they often are unable to establish 
relationship between the problems and their significant causes. When they do not 
understand the causes of environmental problems, it is not easy to take actions to 
solve the problems efficiently.
In addition, McKenzie-Mohr (2000) indicates that although in Canada the level of 
public understanding is high, it does not necessarily lead to appropriate behaviour. It 
is also not easy for the public to conceptualise and relate climate change to their 
daily activities because climate change is a complex science construct which is 
difficult to translate into the ‘language of popular culture’ (Ungar, 2000).The 
effectiveness of the motivators might vary depending on the stage in a behavioural 
change that a person has achieved (Chess, 2007). Glanz et al. (2002) and Chess 
(2007) show that the stages typically include unawareness of the issue, 
contemplation, preparation, action and maintenance of the newly adopted behaviour.
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However, the linear model of pro-environmental behaviour (Figure 3-2) can be 
criticised by some scholars. There is a gap between public understanding /  
awareness and the public’s actions. Kempton (1997) indicate that the public 
understanding, awareness and behaviours may not all be engaged; for example, 
general awareness of climate change issues among American people is not 
associated with their understanding of causes and consequences or their actions to 
mitigate climate change. Previous studies (Blanke, 2001; Kollmuss and Agyeman, 
2002 and Hounsham, 2006) also argue that the question of what shapes pro- 
environmental behaviour is such a complex one that it cannot be visualised through 
one single framework or diagram. There are the factors that have been found to 
have some influence, both positive or negative, on pro-environmental behaviour, 
such as demographic factors, external factors (institutional, economic, social and 
cultural) and internal factors (motivation, pro-environmental knowledge, awareness, 
values, attitudes, emotion, responsibilities and priorities). In addition, Hounsham 
(2006) highlights other factors that motivate environmental behaviour, including 
personal preferences, fashions, social norms, personal morals and values, peer 
pressure and other intangibles.
Specifically, the issue of socio-demographic characteristics in public understanding, 
awareness and environmental behaviour is significant, as various sub-groups may 
have different understanding, awareness and environmental behaviour (Miller et al., 
2007). Furthermore, understanding how major socio-demographic characteristics in 
gender, age and educational level might shape understanding, awareness and 
environmental behaviour will ensure that relevant issues for particular sub-groups of 
the public are identified and addressed. To date, nonetheless, many studies have 
not specifically focused on the extent to which socio-demographic characteristics 
might influence public understanding, awareness and environmental behaviour for 
tackling climate change. As only a few studies have focused on how socio­
demographic characteristics impact on public understanding, awareness and 
behaviour related to climate change, the literature review also covers socio­
demographic studies in relation to other environmental issues.
Several studies report that there is a significant gender difference in engagement 
with environmental issues. Some studies (Bord et al., 1998; O ’Connor et al., 1999
and Barkan, 2004) indicate that women perceive causes and the impacts of climate 
change information more than men, whist other studies have demonstrated that 
women are more concerned about environmental issues (Kempton 1993; Stern et 
al., 1993 and Burger et al., 2000), particularly climate change (Hirsh, 2010 and 
McCright, 2010) and nuclear power (Slovic, 1997). Women are more likely than men 
to take environmentally friendly actions (Stern et al., 1993), in particular to mitigate 
climate change (Lynn and Longhi, 2011). However, Morris (2005) indicates that 
women are less accepting of technology than men because women are less trusting 
technology than men. McCright (2010) also shows that in the U.S. men understand 
climate change issues more than women; however, women have higher concerns 
about climate change than men. O ’Connor et al. (2002) argue that gender does not 
predict a level of awareness of climate change to take actions. From above, it can be 
concluded that the role gender plays in determining engagement with environmental 
issues is less clear because it difficult to determine which gender are more 
concerned about environmental issues.
Age is an inconsistent predictor of the public understanding, awareness and 
environmental behaviour. Some studies have demonstrated that older people are 
more concerned about health, safety and personal risks (Fischer et al., 1991) and 
environmental problems (Kempton, 1993 and Hirsh, 2010). Older people also feel 
more responsible for climate change (Whitmarsh, 2005 and Kellstedt et al., 2008). 
On the other hand, some studies have demonstrated that younger people are more 
concerned about long term environmental risks (Fischer et al., 1991) and nuclear 
power (Houghton et al, 1999). Younger people are more accepting of scientific 
technologies: biotechnology (Grobe et al. 1997) and genetic engineering (Gamble et 
al., 2000). In addition, Miller et al. (2007) support the idea that younger people have 
grown up in a world of high technology so they are more accepting of scientific 
technologies than older people.
Precisely how educational level might impact public understanding, awareness and 
environmental behaviour is clear. For example, people with higher education are 
more concerned about environmental problems (Samdahl and Robertson, 1989), in 
particular climate change (O ’Connor et al., 1999), and they are more accepting of 
genetically modified food (GM food) (Cuite et al, 2005 and Rundgren, 2011).
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Sudarmadi et al. (2001) find that Indonesian respondents with higher education have 
better understanding and awareness of environmental problems. This is in line with 
higher levels of environmental concern and behaviour among more educated groups 
(Witherspoon and Martin, 1991 and Exley and Christie, 2002).
Recent studies (Budak et al., 2005; Kellstedt et al., 2008; Raude and Setbon, 2009; 
Hirsh, 2010; McCright, 2010 and Lynn and Longhi, 2011) find that socio­
demographic characteristics, such as gender, age and level of education, are 
associated with understanding, awareness and environmental behaviour. For 
example, Raude and Setbon (2009) explain that the behavioural changes during the 
pandemic influenza threat in France were significantly shaped by gender, age and 
educational level of respondents. On the contrary, some studies show that socio­
demographic variables do not relate to public understanding, awareness and 
environmental behaviour. Bhate and Lawler (1997) explain that gender and age of 
respondents do not correlate with their environmental behaviour such as buying 
environmental friendly products.
In conclusion, socio-demographic characteristics are significant in categorising the 
difference of public understanding, awareness and environmental behaviours. 
However, it cannot be concluded which socio-demographic characteristics are more 
important than others. As explained above, there are many international studies 
related to environmental issues; however, there are not many international studies 
focusing on climate change. To date, there is a significant need for studies on these 
issues in Thailand because there only have been a few researches (Chokriensukchai 
and Tamang, 2010 and Pongsophon et al., 2010) on Thai young people in 
understanding, awareness and behaviour for tackling climate change. This research 
will focus on socio-demographic characteristics of ‘the public’ understanding, 
awareness and behaviour for tackling climate change in Thailand.
3.2.2 Public Perceptions of Environmental Issues via Media Information
According to many researchers (Stamm et al., 2000, Dispensa and Brulle, 2003 and 
Corbett and Durfee, 2004), the media have massive and important influence in the 
public. The media are a driving force which provides the public with necessary
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information to access the social, environmental and political condition of the national 
and international contexts. The media can affect the public’s beliefs and perceptions 
at the early stage of decision-making (Jeffer, 1997), their understandings (Nelson 
and Oxley, 1999 and Stamm et al., 2000) and attitudes towards environmental 
issues (Dispensa and Brulle, 2003). However, the media can promote both accurate 
views and misconceptions of environmental issues (Stamm et al., 2000). For 
example, Dispensa and Brulle (2003) conduct a content analysis of articles in 
newspapers in the U.S., New Zealand and Finland and find that the U.S. media 
present a biased view of climate change because the fossil fuel industry has 
significant impact on the media coverage of climate change, which is not the case in 
the two other countries. In addition, there are other factors in the U.S. and the two 
other countries such as the perceived link between climate action and state 
regulation of business and consumer choice (Dispensa and Brulle, 2003).
The media also can support and abandon social change of values and attitudes 
toward the environmental issues. Economic development has become the primary 
agenda of the developing countries. Environmental issues, including climate change, 
are an important path because of industrialisation, irregular urbanisation and 
increasing energy needs. However, the media’s role is required to attract attention to 
the environmental issues and to create public opinion about these issues (Ozturk,
2010). Using the media for communicating climate change can be a helpful tool as 
messages potentially reach a far wider public (Flint, 2007).
The media are considered by many scholars (Stamm et al, 2000 and Trumbo and 
Shanahan, 2000) to be the key in the improvement of public understanding of 
environmental issues. Trumbo and Shanahan (2000: pp. 201) go on to explain that 
the role of the media in informing public understanding ‘can be especially strong for 
national or international issues that have low intrusiveness in the present, have 
distant time horizons, and have high levels of conflict. Climate change embodies all 
of these characteristics'. Recent studies in developed countries, such as the United 
States of America (Wilson, 1995 and 2000 and Stamm et al., 2000) and Japan 
(Sampei and Aoyagi-Usui, 2009), have examined the influence of the media as a 
source of environmental knowledge, particularly climate change. These studies show 
that television and newspaper are considered by many scholars (Wilson, 1995 and
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2000; Stamm et al., 2000 and Sampei and Aoyagi-Usui, 2009) to be the most 
frequent sources of climate change information.
There are several studies showing that the media are the main sources of climate 
change information and that patterns of media consumption can be related to public 
understanding and awareness of climate change. Many researchers (Trumbo, 1995; 
Corbett and Durfee, 2004 and Lowe et al., 2006) have analysed the climate change 
issue in terms of public understanding and show that the public are more concerned 
about climate change now than in the past. According to Trumbo (1995), who studies 
the longitudinal analysis of media coverage of climate change from the mid-1980s 
through the mid-1990s, the stories from television have immediate strong impacts on 
the public understanding of climate change as a serious issue. Similarly, the recent 
study of Hwang and Southwell (2009) also finds that television has an impact on 
audiences’ understanding of science stories. Additionally, the level of public 
understanding about climate change tends to follow the level of media attention 
(Mazur and Lee, 1993).
An earlier study (Roper, 1968) indicates that advertisers spend an amount of money 
for advertisements on television because television is the most powerful medium for 
producing an attitude change among the audiences. This is in line with Worchel et al. 
(1975) who support the claim that television is the most effective media in changing 
audiences’ attitude. In addition, the media can play an ‘agenda setting’ role by 
influencing public understandings and awareness (Wright, 1973; Kazee, 1981 and 
Cook et al., 1983). Board et al. (2000) add that public understanding of climate 
change is important and occasional media coverage of climate change might 
heighten or maintain general levels of public awareness. Ward (2009) also supports 
the idea that the high level of awareness in the UK public has been achieved mainly 
through a significant increase in coverage of climate change by the media. 
Nicholson-Cole (2005: pp. 258) suggests that media, communicating visual 
messages to the public, have more advantages, including ‘the capacity to convey 
strong messages, making them easy to remember; condense complex information 
and communicate new content; provide the basis for personal thoughts and 
conversations, contributing to people’s memory and issue-awareness; communicate 
ideas in an instant’.
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As explained in Chapter One, the media are considered to be the important key in 
increasing understanding of environmental issues in Thailand (Mungphungklang, 
2001 and Wannasiri, 2005). However, in the case of climate change, there are only a 
few Thai scholars (Chokriensukchai and Tamang, 2010 and Pongsophon et al.,
2010) focusing on Thai media and young Thai people (students in public schools). 
This study is an attempt to assess media coverage of climate change and the 
impacts on the public perceptions of it.
There is a gap between public understanding /  awareness of climate change and 
their actions (Pidgeon, 2010). Mazur and Lee (1993) suggest that the media play a 
significant role in raising awareness and concern regarding to climate change; 
however, their role in regards to behaviours to tackle climate change is relatively 
unclear. For example, Corbett and Durfee (2004) explain that many people do not 
have clear understanding of the science behind climate change (the nature, causes 
and consequences); they also have less information on what actions they can take to 
reduce climate change. Lowe et al. (2006) find that after the respondents have seen 
the film T h e  Day After Tomorrow’, they were more concerned about climate change 
and environmental risks and had strong motivation to act on climate change. 
However, they have not obtained from the movie information about what actions they 
can take to reduce climate change (Howell, 2011). Cox (2010) argues that while 
some environmental campaigns may succeed in encouraging positive attitudes, this 
does not imply that they will be successful in altering the public’s behaviour. Wilson 
(1995 and 2000) shows that the media, especially television, are the public’s primary 
source of knowledge of climate change in the United States. However, the media do 
not help the public make a connection between their actions and impending climate 
change. Many climate change articles are too technical and abstract for the general 
public (Wilson, 1995 and 2000).
There are several studies claiming that the effects of the media are minimal or 
nonexistent. The media have a relatively short-lived impact on public’s attitudes and 
behaviour (Smith et al., 2002 and Pidgeon, 2010) and confound any long-term trends 
(Pidgeon, 2010). For example, Sampei and Aoyagi-Usui (2009) find that in Japan 
newspapers appeared to contribute to public awareness of climate change over 10-
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years period from 1998 to 2007, but newspaper reporting had a short lived impact. 
Newspapers may play a role in raising public awareness of climate change, but this 
is only temporary. The media still do not have a cumulative effect on individuals 
(Owen et al., 1995). McQuail (1979) indicates that the media are unlikely to be the 
main factor to change individuals’ understanding, awareness or behaviours. The 
study of Staats et al. (1996) also supports the view that information campaign from 
the media designed by the Dutch Ministry of the Environment in regards to 
greenhouse effect has hardly changed public understanding, awareness or 
behaviours. In addition, Procter (2008) also explains the relationship between 
attitude and behaviour and concludes that attitude itself cannot be assumed to 
determine behaviour. Norton and Leaman (2004) found that most people in Britain 
are very concerned about climate change as an important environmental issue, but 
their behaviours to tackle the issue are inadequate.
However, recent studies have shown that the media have successfully influenced 
individuals in several issues, such as smoking campaigns (Sparks and Green, 2000), 
hygiene (Scott et al., 2005 and Schmidt et al., 2009), tourism (Guild et al., 2010) and 
food allergies (Harrington et al., 2011). Sparks and Green’ study (2000) indicates 
that smoking campaigns via the media can be effective in changing public 
understanding of smoking, positive awareness and behavioural changes. The 
studies of the media about hygiene promotion via handwashing campaigns in Ghana 
(Scott et al., 2005) and Kenya (Schmidt et al., 2009) have shown that the campaigns 
can reach wider public and can change public attitudes and behaviours. Guild et al. 
(2010), who study tourism consumer behaviour and destination positioning for 
Chainat province, Thailand, state that tourism consumer behaviours are mainly 
driven by attitudes toward destination. Harrington et al. (2011) indicate that media 
coverage of food allergies can shape public understanding of the issue and change 
behaviour.
In addition, some researchers (William, 1974 and Biocca, 1988) focus on the idea 
that the public is more active, selective, creative and powerful. The public are the 
people who can make their own decisions on how to use and make sense of the 
media. Ross and Nightingale (2003) suggest that the public actively seek the range 
of media information to which they are exposed. Watson (2008) goes on to explain
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that the public can make up their own minds, accept some messages and reject 
others. They use media for a variety of reasons and use them differently at different 
times. McQuail (2005) goes on to explain that socio-demographic characteristics of 
the public and the characteristics of each mass medium are key concepts leading to 
better understanding of the media.
3.3 Conclusion -  Media Coverage of Climate Change and the 
Public
This chapter has reviewed literature on media coverage of climate and its impact 
upon public understanding, awareness and behaviours. However, it is clear that the 
empirical studies on the media and the public reception related to climate change 
have mostly come from the industrialised countries; there are only a few studies of 
developing countries contributing to the subject (Pidgeon, 2010).
There are a large number of academic studies on relationship between public 
understanding, awareness and environmental behaviour. The reviewed literature 
shows a linear model proposed by Kollmuss and Agyeman (2002), to the effect that 
knowledge of environment links directly to environmental attitude (awareness) which 
leads to pro-environmental behaviour. However, even though studies evaluate the 
engagement in the environmental issues, there is a lack of information on whether 
public understanding and awareness can directly and transparently translate into 
measurable environmental behaviour. Behavioural change required to tackle climate 
change has been widely criticised as insufficient (Kempton, 1997 and Stamm et al., 
2000). In addition, many studies argue that there are various factors of influence, 
both positive and negative, on pro-environmental behaviour, such as demographic 
factors, external factors (institutional, economic, social and cultural) and internal 
factors (motivation, pro-environmental knowledge, awareness, values, attitudes, 
emotion, responsibilities and priorities).
Furthermore, the current empirical studies highlight the fact that there are more 
global concerns about climate change in developed countries and there are more 
national concerns about climate change in developing countries; however, much
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lower levels of understanding and awareness are observed in many developing 
countries. In Thailand, one of the developing countries, it is expected that levels of 
understanding and awareness might be low, same as in the other developing 
countries. However, it is interesting to note that public awareness in India, which is 
considered as a developing country, is high.
The literature review indicates that, whilst there is a broad range of studies which 
underpins the theoretical concept that the media have massive and important 
influence on the public, there is a lack of robust empirical evidence to support this 
claim. More importantly, some studies contradict the claim. It is also the case that 
the main effect of many media reports about climate change might simply be to 
reinforce public understanding and awareness, rather than to shift understanding 
and awareness to behavioural change. Specifically, the media have a relatively 
short-lived impact on public’s perception.
This study expects the media to be the main sources of information about climate 
change and anticipates that public understanding and awareness of climate change 
will be related to patterns of media consumption. A gap between respondents’ level 
of understanding and awareness of climate change and their environmental 
behaviour is also anticipated. It is expected that socio-demographic differences in 
gender, age and level of education might shape understandings, awareness and 
behaviour for tackling climate change.
In order to examine the exposure of Thai public to media information in terms of their 
understanding, awareness and behaviours for tackling climate change, a 
questionnaire survey with Thai public was carried out in Thailand in 2009. The 
details of the methodology will be discussed in the next chapter.
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Chapter Four - Methodology
This chapter discusses the data collection methods and data analysis techniques 
employed in this research. In order to achieve the research objectives presented in 
Chapter One, a multi-stage research methodology, comprising of interviews and a 
questionnaire survey was chosen.
4.1 Data Collection Methods
Thailand was chosen as the case study for this research for two reasons. Firstly, 
Thailand is the researcher’s home country and this research is intended to make a 
significant contribution to relevant studies in the country. Secondly, there is lack of 
research about the news production by the media and the public reception of climate 
change news from the media in Thailand.
Given the nature of the research aim and objectives, a research methodology 
employing a multi-strategy approach was adopted for the data collection. The 
‘complementarity’ approach was applied for this study (Greens et al., 1989). Greens 
et al. (1989, pp. 256) define the complementarity approach as mixed method design 
as ‘those that include at least one quantitative method (designed to collect numbers) 
and one qualitative method (designed to collect words), where neither type of 
method is inherently linked to any particular inquiry paradigm’. Reichardt and Rallis 
(1994, pp. 10) point out that ‘the qualitative and quantitative research traditions can 
also inform each other in ways that go beyond the combination of research methods 
... narrative style of the qualitative tradition, which is usually more readable and 
comprehensible than the technical reports of the quantitative tradition, can reveal 
ways to make the work of quantitative researchers more interesting and influential’.
Employing a mixed methodology approach in this study brings both the breadth and 
depth of data required to address the aims of this research. This research consists of 
two main samples - ‘the media’ and ‘the public’. Each set of data has its own logic of 
design, data generation, analysis and explanation. Although there are different sets
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of data, both broadly explore different aspects of the same conceptual phenomenon 
as ‘the news production and the public reception of media coverage of climate 
change’. The combination of methods gives a clear sense of the whole research 
because each method would be intended to produce data on specific part of 
research (Mason, 2006). In addition, both methods tend to strengthen each other in 
order to provide greater reliability.
This research combined the qualitative and quantitative methods and different 
methods were appropriate for the different research objectives posed in Chapter 
One.
In order to explore and obtain an understanding of the climate change news 
production and its reporting from Thai media, a qualitative approach was employed. 
Interviews with media informants provide their perceptions of what is a process of 
news production and what kind of climate change news contents is selected and put 
through the newsroom. On the other hand, to collect data from a large and diverse 
number of samples known as the Thai public, a quantitative approach was 
employed. A questionnaire survey is essential to understand patterns of media 
reception of climate change information and the public understanding of and 
attitudes towards climate change and environmental behaviours.
A combination of approaches provides much better understanding of the media 
communication on climate change than a single method study could deliver 
(Alexander et al., 2008). In this study, the research questions determine the choices 
of methodologies. The research combined of two research methods by using semi­
structured interviews with media informants and a questionnaire survey of 1,831 Thai 
respondents. These will be further explained in the subsequent sections.
4.2 Interviews
Considering the Objective One and Two of the research, it was decided to select 
Thai journalists as the sample for the research. Henningham (1988) divides the 
positions in news industry as creators of news (reporters and researchers), 
commentators and presenters (television news readers or anchors/hosts),
processors (sub-editors and producers), managers (editors, news directors or 
executive producers) and media experts (experts who are retired or with some non- 
aligned media position such as in public relations). In this research, all those 
interviewed can be categorised as ‘journalist’. The term ‘journalist’ is a broad in its 
context and includes various roles within news organisations such as editors, 
reporters, photographers, page designers, broadcasters or columnists. In the mean 
time, the term ‘journalist’ does not reveal the specific job positions of participants 
which ensured their anonymity. Due to their work, the workers who have knowledge 
and experience in reporting climate change news are mainly editors and reporters. 
Thus, the research focused on the Thai editors and reporters.
The interview was used as a suitable method for these samples because it is the 
most widely used research method and it provides a high response rate and allows 
the researcher to observe respondents’ verbal behaviours (Wimmer and Dominick, 
2000 and Fielding and Thomas, 2008). In addition, the researcher can explain 
questions and get a broad range of information and can explore as deeply as 
possible the respondent’s feeling, perspectives and points of views (Sommer and 
Sommer, 2002). Silverman (2009) states that the interviews can access a level of 
depth and complexity in individual’s attitudes and values in a way that questionnaire 
cannot. Thus, many studies (Sumpter, 2000; Holloway, 2009 and Usher, 2009) have 
used the interview method to analyse journalists’ work and illuminate their own 
understanding of their role in news production process.
The aim of the interviews was to establish from journalists details about how climate 
change news is made and reported. These details covered the process, where 
journalists put together, interpret, translate, disseminate and package climate 
change news, especially how their interests affect the news-making, how they 
interpret the significance of events and how they formulate climate change coverage 
as news. The findings from interviews with key media informants in Thailand also 
helped to enrich a fuller picture of reporting climate change news by Thai media at 
present and it could be used to predict future news trend of media reporting in the 
country.
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In this research, the interviews were semi-structured. Semi-structured interviews are 
appropriate when the interviewer already has an idea of what is happening with the 
respondent relating to the topic. Semi-structured interviews also allow participants to 
freely express their opinions in their own language. The interview structure started 
from a broad based discussion of participant’s work experiences and subsequently 
drew on information to find out the respondent’s views on climate change reporting 
including factors which have an impact on media communication of climate change 
information to the public (Sommer and Sommer, 2002 and Fielding and Thomas,
2008).
4.2.1 Interview Samplings
Siriyuvasak (2008) divides the media into two kinds: electronic media and printed 
media. Electronic media are the media which use electronics to transfer the content 
from sources to the public. Examples of electronic media are television, radio and 
the internet. By contrast, printed media are the media which are static and do not 
require electronics to transfer the contents to the public. Examples of printed media 
are newspapers, magazines, brochures and leaflets.
Among the different forms of the media, television and newspapers were selected 
from each kind of the media for this research. Television and newspapers remain the 
leading sources of news for the Thai public (Jitsopa, 1991; Jutrakul, 1993 and 
Kaveevivitchai, 2001). Compared with the other media in Thailand, the coverage on 
television and in newspapers seemed to reach all parts of the country. Nielsen Media 
Research (2008, cited in Sujiraworakul, 2008) showed an analysis of the advertising 
market share of the Thai media in 2007 that when broken down, television and 
newspapers were the most popular media where advertisers spent 58.32% and 
16.86% respectively. These statistics suggest that Thai public access information 
mainly from television and newspapers, thus it makes sense to focus on these two 
media.
All six Thai free television stations were chosen so that they might be compared and 
contrasted. Both tabloids and broadsheets were included in the sample of 
newspapers so that they might be compared and contrasted. Due to their reputation
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as the highest circulation newspapers, popularity, reliability and quality, as shown 
above, this study has chosen four Thai daily newspapers as the study sample: Thai 
Rath, Daily News, Matichon and Krungthep Turakij. All details of samples are in 
Appendix I.
The journalists were recruited through a combination of purposive and snowball 
sampling techniques. Purposive sampling was used to recruit interviewees of the 
same interest which the researcher intends to study (Cronin, 2008). Participants, 
who were interviewed, had special knowledge or background relevant to the same 
topic the researcher is interested (Marshall and Rossman, 1989). In this research, 
the selected journalists from television and newspapers must have the basis of their 
expertise in climate change area.
Names of participants were collected from a list produced by the Thai Broadcast 
Journalists Association (Thai Broadcast Journalists Association, 2008). Some 
difficulties were apparent with this list. First, the list was not up to date. Second, 
some journalists were not the current members of Thai Broadcast Journalists 
Association so their names were not on the list. Finally, some journalists have moved 
from the organisations under which they are listed. Additionally, each selected daily 
newspapers and television stations were contacted by telephone to identify 
environmental journalists from the list. There were twenty two environmental 
journalists on the list. All of them were telephoned to check that they were available 
and willing to speak to the researcher about climate change. Nineteen journalists 
agreed to be the interviewees.
The snowball technique was another method used to add more interviewees for the 
research. The snowball technique provides a sample based on referrals made by 
people who know others with similar characteristics on interests (Lope et al., 1996), 
as in case of climate change reporting. For example, during the interview with a 
reporter from Krungthep Turakij and vice news editor from Channel 5, they provided 
contact details of other journalists who worked on environmental issues in Thai 
media. Thirteen contact details were obtained which were not on the list from the 
Thai Broadcast Journalists Association. These new contacts were telephoned to
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check if they were participated in the study and eleven agreed, leading to a total 
sample of thirty interviewees.
The interviews were carried out in three phases. The original aim was to use face-to- 
face interviews. Due to time limitation, it was not possible to use face-to-face 
interviews with all respondents. The arrangements to meet in person with 
interviewees were also difficult because of their busy schedules. The first phase was 
conducted as face-to-face interviews in Thailand during June to August 2009. Of the 
thirty journalists interviewed, only nine were conducted face-to-face at participants’ 
offices in Bangkok.
The second phase was managed as telephone interviews during September to 
December 2009. Telephone interviews were conducted as a substitute method. 
Telephone interviews provide the most feasible and low budget approach, especially 
when researching geographically distant samples (Sommer and Sommer, 2002). 
The interviewees were contacted by phone or email to schedule the suitable time 
and date of the interview. Twenty one interviewees were conducted by telephone 
interviews. Telephone interviews have some drawbacks as some interactions 
between respondents and interviewer may be lost because interviewer cannot notice 
the respondents’ physical language (Fielding and Thomas, 2008). Flowever, an 
analysis of the responses showed that there was no significant difference in quality 
of the responses between face-to-face interviews and telephone interviews because 
of effective and efficient technology.
In addition, the third phase was conducted as telephone interviews with the same 
participants on October 2012 to gain further details of issues identified as significant 
and check whether earlier responses were still accurate. Only seven were phoned. 
Each interview lasted approximately thirty to forty five minutes. Interviews were all 
recorded with a digital audio recorder with permission from the interviewees. Notes 
were also taken. All interviews were conducted in Thai.
In Thailand, most environmental issues have been assigned to journalists who work 
on the environmental news desk. However, some news organisations do not have an 
environmental news desk and so environmental issues have been assigned to
journalists who work on education, quality of life, agriculture or science news desks. 
All interviews with representatives of news organisations were conducted with 
reporters and editors who were responsible for environmental issues or issues 
related to climate change.
The ethical issue of respecting the interviewees’ privacy was also considered. 
Names of interviewees have been changed acronyms in order to ensure anonymity 
for the ethical reason. Four categories of anonymous interviewees were coded in the 
research as:
NR = Newspaper Reporter 
NE = Newspaper Editor 
TR = Television Reporter 
TE = Television Editor
Table 4-1 : Lists of Interviewees
Name Organisation Type Experience
(years)
Type of Interview Year of Interview
NR1 Newspaper 19 Telephone 2009 and 2012
NR2 Newspaper 10 Telephone 2009
NR3 Newspaper 16 Telephone 2009
NR4 Newspaper 5 Face-to-Face 2009
NR5 Newspaper 5 Face-to-Face 2009 and 2012
NR6 Newspaper 5 Face-to-Face 2009
NE1 Newspaper 30 Telephone 2009
NE2 Newspaper 38 Telephone 2009 and 2012
NE3 Newspaper 25 Telephone 2009
NE4 Newspaper 23 Face-to-Face 2009
NE5 Newspaper 25 Telephone 2009
NEB Newspaper 17 Telephone 2009 and 2012
TR1 Television 10 Face-to-Face 2009
TR2 Television 10 Telephone 2009 and 2012
TR3 Television 6 Telephone 2009
TR4 Television 7 Telephone 2009
TR5 Television 1 Telephone 2009
TR6 Television 6 Telephone 2009
TR7 Television 5 Face-to-Face 2009
TR8 Television 5 Telephone 2009
TR9 Television 12 Telephone 2009
TE1 Television 19 Telephone 2009
TE2 Television 20 Telephone 2009
TE3 Television 10 Face-to-Face 2009 and 2012
TE4 Television 20 Face-to-Face 2009
TE5 Television 20 Telephone 2009 and 2012
TE6 Television 26 Face-to-Face 2009
TE7 Television 27 Telephone 2009
TE8 Television 27 Telephone 2009
TE9 Television 12 Telephone 2009
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Dividing into four categories will help to reveal clear differences both in 
understanding of climate change and in the importance of reporting the issue in the 
media between Thai reporters and their editors and between those working for 
newspapers and those working for television channels. The findings from the 
interviews with Thai reporters and editors of the newspaper and television samples 
will also show their different perspectives on climate change, draw attention to the 
ways in how climate change news is made and reported, gain insights into how 
editors’ decisions are made in the newsroom and show the way in which news 
content is produced and selected in the news production process.
4.2.2 Interview Questions
As part of the interview preparation, relevant background information on each 
organisation was collected from the internet and published papers. Contacts were 
made before the interviews were conducted to introduce the research study and the 
purposes of the research, to obtain consent to participation and to the use of a tape 
recorder. After receiving their consents, the letters requesting co-operation and the 
interview questions were formally sent to the interviewees via electronic mail and 
post beforehand to ensure that the participants pre-consider and understand the 
questions before interviews.
A list of open-ended questions was designed to guide the interview scheme (details 
in Appendix II). The order of questions started from broad and general questions first 
and then went to the more specific questions. Some structures or wordings of 
interview questions were changed depending on the responses of interviewees at 
that time. However, the change of structures or wordings still required the same level 
of details as the original questions. The interview questions were conducted in Thai; 
all interviews were taped, then transcribed and translated into English. In general, 
the interviews with media informants began with questions relating to their profiles. It 
was followed by questions about the general news and went on to specific questions 
with climate change issues. The interview questions for journalists in this research 
were mainly designed to gain more details about their news production process 
which journalists put together, interpret, translate and disseminate climate change 
news. It included the questions related to gatekeeping in the news production, news
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selection, news policies as well as news contents. It also consisted of questions 
about their perspectives on the role of the media, their understanding of climate 
change, sources of information about climate change and, obstacles they faced 
while they are reporting climate change.
The interviews divided into three main parts. Firstly, each interview started with 
introduction of the researcher and the study. Secondly, during the interview, the main 
responsibility of the researcher was to lead the participants through the interview 
questions, to listen and to record a conversation. Lastly, the interview ended with 
asking the participants if there were any other points related to the study that they 
would like to make or to add.
4.2.3 Data Analysis for Interviews
The interviews with journalists were conducted in Thai because Thai is the original 
language in Thailand. Data collected from interviews consisted of recorded 
audiotapes and notes. Recording of each interview was transcribed verbatim to Thai 
written form where each question and response from the interviews was written 
word-for-word. The trustworthiness of the data is a main concern for qualitative 
research. To verify the credibility and validity of the data, the original Thai 
transcriptions had been returned to the interviewees for checking the accuracy of the 
data. The interview transcripts were then translated from Thai language to English 
language for the analyses of the research findings.
In this research, the analysis is based on the Marshall and Rossman’ principles
(1999) that define the analysis of qualitative data as organising the data, generating 
themes and patterns, coding the data, testing the emergent understanding and 
explanation the data. Data were summarised in a short document which grouped the 
important information in relation to the study and the answers to the research 
questions. In addition, the transcribed data were coded within NVivoS (a computer 
program for the analysis of qualitative data). Using NVivoS can facilitate more 
systematic processing of the data. According to Bazeley (2007), NVivoS can be used 
to: support analysis of data, organise data, manage ideas, query and search data, 
show concepts graphically and get a report from the data. When the transcripts had
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been coded, NVivoS allowed the researcher to identify how each code emerged 
across the thirty transcripts. Some codes occurred more often, generating a large 
amount of data from the transcripts. They presented the main themes for analysis. 
Other codes occurred less frequently, explaining why the number of quotes from 
different transcripts was smaller. The generation of these codes from the transcripts 
enabled key themes to be identified and described in the analysis and facilitated the 
selection of quotes for reporting.
4.2.4 Supporting Method
In order to support the interview data, this study considered a basic content analysis 
of the climate change coverage in one of Thai newspaper samples to discern news 
reporting patterns in a systematic way (Hansen, 2009). The content analysis process 
was developed to make best use of the results from the interviews. DeFleur and 
Dennis (1991, pp. 439) state that ‘content analysis is an excellent way of determining 
what is being presented to an audience’. Referred to Section 4.2.1, this study has 
chosen four Thai daily newspapers as the interview sample: Thai Rath, Daily News, 
Matichon and Krungthep Turakij; Matichon was chosen for the content analysis in 
this research randomly. Content analysis technique has been employed by which it 
is analysed how the trends of media coverage related to climate change issues 
changes. The data from content analysis was collected in 2009 and 2012 because 
these years were the same years when journalists were interviewed. The data was 
searched by using the key words ‘global warming’ and ‘climate change’ in the 
database from Matichon’s library. Using these search terms is well established in 
climate change media analyses (Antilla, 2005) and ensures that the overwhelming 
number of casual references to climate change in many articles do not skew the 
main coverage of the issue. Articles in Matichon (including headlines, editorials, 
letters to editor and commentaries) which mentioned these key words were selected 
to analyse. The purpose of selecting all articles is to establish the type of narrative 
involved in storytelling.
A coding scheme was developed around the main themes of the research project. 
Seven main climate change news topics were used: science, politics, 
business/economics, international, education, celebrity and social science/general
news. The distribution of the sample by news topics is shown in Chapter Six. Within 
each news topics, specific coding categories of newsworthiness (mentioned in 
Chapter Two) were used: drama, conflict, prominence, elite nation, geographical 
proximity, significance, timeliness, unexpectedness and consonance. The 
distribution of the sample by newsworthiness is shown in Chapter Six. Both coding 
schemes were developed to convert each article into quantitative data. However, the 
content analysis is only a snapshot which can provide insights that could lead to 
further research.
4.3 Questionnaire Survey
This part of the research was focused on studying how the reception of climate 
change information is mediated by socio-demographic characteristics. It also 
explored the relationships between the public reception of climate change news by 
the media and their understanding, awareness and behaviours for tackling climate 
change.
The sample in this part was the Thai public. Considering the objectives of the 
research, it was decided to use a questionnaire survey as an appropriate method 
due to a large amount of geographically different respondents. A questionnaire 
survey is a method to gather extensive data, to perform statistical analyses and to 
obtain relevant conclusions. A questionnaire survey was a reasonably low cost and 
less time consuming method to collect the data (Wimmer and Dominick, 2000). It 
also demonstrated statistical comparison of the outcome variables across groups of 
respondents with different characteristics. These characteristics included socio­
demographic variables, public reception of climate change news by the media and 
their understanding, awareness and behaviours for tackling climate change. Thus, 
many studies (Whitmarsh, 2005; Miller et al., 2007 and Whitmarch, 2009) have used 
the questionnaire survey to analyse the public receptions, understanding and 
responses to climate change.
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4.3.1 Questionnaire Design
The questionnaire is a preformatted written set of questions to which respondents 
record their answer, usually within rather closely defined alternatives. In order to 
make a clear questionnaire, simple and clear words and short sentences should be 
used (Sommer and Sommer, 2002 and Simmons, 2008).
Literature on climate change was reviewed and used to create the questionnaire. 
The questions were created and brainstormed with the research supervisors. 
Simmons (2008) comments that the first draft of a questionnaire should be based on 
questions developed from previous studies. Some questions were based on those 
used by Department for Environment Food and Rural Affairs (DEFRA) in their 
‘Attitudes to Climate Change -  Youth Sample’ survey in 2008; however, they were 
adapted for the Thai context. The questions complied with the research objectives. 
The questionnaire was drafted in English and reviewed by the research supervisors 
to verify the appropriateness of contents, then revised and translated into Thai.
Simmons (2008) explains that it is very useful to pilot a questionnaire with a small 
sample to ensure that the structure of the questionnaire and individual questions are 
clear. A pilot study is a method of pretesting on a small sample prior to the main 
study which enables the refinement of the questionnaire, assessment of the validity 
of the questions and the reliability of the collected data in order to identify and reduce 
potential problems with the research instrument. It also is used to check whether the 
interviewees understand the questions or not and whether the tool is simple to use 
for the data collection (Sommer and Sommer, 2002 and Simmons, 2008).
A pilot study for this research was conducted between March and April 2009. For 
time and budget considerations, convenience sampling was used. The pilot 
questionnaire was conducted with Thai postgraduate students at the University of 
Surrey. There were sixty five Master students and sixteen PhD students who were 
registered as members of the Thai Society at the University of Surrey. The pilot 
questionnaires were sent by emails to all Thai students in the list. The pilot 
questionnaires also asked participants to comment on the structure, clarity of the 
questions and language. After follow up with the pilot respondents, thirty two
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(39.51%) were completed and sent back. Some pilot questionnaires had suggestions 
and comments about confusing questions and unclear words. After the questionnaire 
was reviewed and revised by the research supervisors, the final version of the 
questionnaire was produced.
The questionnaire comprised four sections:
Section One: Media consumption. This section asked respondents about how often 
respondents watch television or read newspapers per day and per week and 
questions about which television channels or newspapers they watch/read. It 
included specific questions about sources of climate change information they use.
Section Two: Public understanding of climate change. This section started with 
general questions about climate change and moved on to more specific: causes and 
impacts of climate change.
Section Three: Public awareness and behaviours for tackling climate change. This 
section included Likert-scaled statements of awareness and behaviours for tackling 
climate change.
Section Four: Personal details of respondents. This section included socio­
demographic characteristics of respondents: gender, marriage status, age, 
educational level, monthly income, occupation and location.
The details of the questionnaire are attached in Appendix III. Closed questions and 
five-point Likert-scales were applied. Sommer and Sommer (2002) explain that 
Likert-scales present a list of statements for measuring the respondents’ degrees of 
agreement on each issue. Five degrees of agreement were applied in this 
questionnaire to scale and measure negative to positive points of the respondents on 
each topic. The key reason for using this format was that the approach is appropriate 
for coding and analysing data from a large number of respondents. Apart from the 
questions, the questionnaire also contained instructions which described how to 
complete the form and also assured the respondents that all information survey was 
confidential and would only be used for academic purposes.
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4.3.2 Sampling Design
Figure 4-1 : Map of Thailand
SOUTH
Source: Siam Explorer (2009)
A survey questionnaire was used to collect information from respondents from five 
provinces of Thailand. Target respondents for the survey were Thai males and 
females aged more than 18 year old from different occupations. It would be difficult, 
time-consuming and expensive to survey all provinces in the country (Sturgis, 2008). 
Sampling design is an important part of any research. For this research, a multi­
stage sampling design was applied.
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Stage 1 -  Selecting Provinces
Figure 4-2: Sampling Design
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Survey respondents
One province was sampled in each of the five regions. The five provinces were 
selected by the list of the highest population in Thailand as:
- Bangkok was represented as the province in central region
- Nakhon Ratchasima was represented as the province in north eastern region
- Chonburi was represented as the province in east region
- Songkhla was represented as the province in southern region
- Chiang Mai was represented as the province in northern region
The sampling employed in the preliminary survey was based on the size of province 
and the population. Five provinces have been selected on the basis of two reasons: 
Firstly, these chosen provinces are the centre of each region underpinned by 
transportation, tourism and so on. For this reason, it was considered that the large 
size of province includes the diversity of people. There are mixes of urban and rural 
areas and diversity of people in each province. Secondly, the major industries which
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are located in the selected provinces are either directly or indirectly responsible for 
climate change emission.
Stage 2 -  Selecting Districts
Table 4-2: Details of Five Sampling Provinces
Provinces Registered Population Number of Districts
Bangkok 5,710,883 50
Nakhon Ratchasima 2,565,117 32
Chonburi 1,264,687 11
Songkhla 1,335,768 16
Chiang Mai 1,670,317 25
Simple random sampling was used to sample districts within each province. Sturgis 
(2008) explains that simple random sampling gives every unit in the population an 
equal probability of a selection. Completed lists of districts in each province were 
required. The names of each district were written on pieces of paper. The names 
were then drawn until five samples were chosen for each province. The five districts 
from each sampled province are shown below:
Table 4-3: Details of Selected Districts
Provinces Selected districts
Bangkok - Phaya Thai
- Phra Nakhon
- Bang Khen
- Bang Na
- Thon Buri
Nakhon Ratchasima - Mueang
- Khong
- Chok Chai
- Pak Thong Chai
- Nong Bun Mak
Chonburi - Mueang
- Ban Bueng
- Phanat Nikhom
- Si Racha
- Sattahip
Songkhla - Hat Yai
- Sadao
- Na Thawi
- Krasae Sin
- Saba Yoi
Chiang Mai - Mueang
- San Sai
- Mae Rim
- San Kam Phaeng
- Doi Saket
There is no simple formula or method to provide an adequate sample size. The 
research for general indications does not require a large sample while the research 
with significant questions which need to provide more information requires a large
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sample (Wimmer and Dominick, 2000). For this research, the sample size was 
based on Taro Yamane’s formula where a sample size results in a 95% confidence 
level and 5% confidence interval. This formula explains that for a population of more 
than 100,000, a sample size of at least 400 is needed (Komolsevin, 1998). In 
previous research in Thailand, Chantanasmit (2003) studied the public behaviour 
towards an exposure to media and its impact on knowledge, awareness and 
participation in pollution problems with 400 respondents in Rayong province. 400 
respondents per province were sampled giving an overall sample of 2,000  
respondents from five provinces in Thailand.
Stage 3 -  Selecting Respondents
The next stage was a non-probability sampling strategy, namely a convenience 
sampling. Using a convenience sample can produce misleading results in the survey 
as respondents are unrepresentative of the entire population (Wimmer and 
Dominick, 2000). It was noted that non-probability sampling may significantly bias 
the results of the research and may lead to an error which cannot refer to the entire 
population. Nevertheless, a decision was made that it was the most suitable method 
because of the limited resources (time and budget). A sample of respondents from 
five different areas was created to achieve a sub sample group that was sufficiently 
large for analysis. However, it should be noted that the sample cannot be considered 
nationally representative, as the respondents were convenience sampled.
Five Thai university students were deployed as a supporting team to distribute and 
collect questionnaires in each province. All of them were carefully recruited based on 
their previous fieldwork experience. The supporting team was trained and briefed 
about the aim and the objectives of the study. They also respected respondents’ 
confidentiality and anonymity as ethical issues.
The supporting team was responsible for distributing questionnaires in five 
provinces. To ensure that there was a diversity of participants, the supporting team  
distributed questionnaires to private houses, government offices, companies, 
markets, universities and department stores. Respondents were convenience 
selected and responded voluntarily. When respondents were asked to complete
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questionnaires, they were informed about the study and were asked for their consent 
to participate in it. To obtain valid consent, the introductory statement was used at a 
start of the survey questionnaire to ask permission from respondents and to assure 
them of the anonymity and confidentiality of the study. Respondents were asked to 
respond to the questionnaires immediately if they did not have urgent tasks to do. 
The supporting team later collected the questionnaires from the respondents.
Every returned questionnaire was checked for accuracy, completeness, eligibility 
and consistency. Incomplete questionnaires were rejected. For example, some 
respondents skipped some questions or sections which they considered not to be 
relevant to them. Some respondents forgot to answer whole pages. Some 
respondents ticked more boxes than required. As a result, 1,831 questionnaires 
were completed. All questionnaires were stored on a secure computer drive during 
data collection, data processing and analysis. Only the researcher had access to 
these files, which were identified with codes and not named.
Table 4-4: Distribution of Questionnaires
Provinces Number of
questionnaires
distributed
Number of
questionnaires
completed
Response rate (%)
Bangkok 400 372 18.60
Nakhon Ratchasima 400 369 18.45
Chonburi 400 367 18.35
Songkhla 400 365 18.25
Chiang Mai 400 358 17.90
Total 2,000 1,831 91.55
The researcher was responsible for fieldwork observation. The purpose of 
observation was to evaluate how the supporting team was doing their job and to look 
for errors. The survey response is different with respect to the size of a province and 
its population. Because some of selected rural districts were small, the response 
rates were fewer than from the selected urban districts. It is also noted that there are 
some biases and limitations with respect to the respondents and the supporting team 
as:
1. Some people declined to fill in questionnaires due to the inconvenient time.
2. There was no control over how questionnaires were completed such as 
whether respondents answered questions in order.
96
3. Respondents’ awareness of the ultimate aim of the questionnaire led to 
greater concern about climate change being expressed. It is considered that 
respondents may try to give many uncertain responses or try to fake 
responses (Oppenheim, 2001).
4. It was self-selection of respondents from the supporting team. The supporting 
team was a group of university students and they tried to select respondents 
of the same ages due to easy access.
Sampling procedures and statistical weighting can compensate for, but not entirely 
eliminate all problems of bias (Oppenheim, 2001). These biases and limitations 
should be kept in mind during the discussion of the results in the last chapter.
4.3.3 Data Analysis for Questionnaire Survey
The questionnaire survey contained several questions which enable analysis of:
1. How socio-demographic differences of Thai public impact their understanding, 
awareness and behaviours for tackling climate change;
2. The public’s exposure to media information in terms of their understanding, 
awareness and behaviours for tackling the climate change.
Certain statistical techniques were required to analyse the data. SPSS, descriptive 
statistics (frequencies) and inferential statistics (independent sample t-test, 
correlation, factor analysis and regression) were used to describe and examine the 
relationship between dependent and independent variables. Independent sample t- 
test was employed to detect significant difference in mean scores between discrete 
subgroups of the survey sample (Wimmer and Dominick, 2000 and Sommer and 
Sommer, 2002). Correlation was used to show whether and how strongly pairs of 
variables are related (Sommer and Sommer, 2002). There are some explanations of 
the key statistics:
Factor Analysis
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Factor analysis is a statistical technique for identifying groups or clusters of variables 
(Hair et al., 2006 and Procter, 2008). Factor analysis has three main uses:
1. To understand the structure of a set of variables;
2. To measure an underlying variable of a questionnaire;
3. To reduce a data set to a more manageable size while maintaining as much 
of the original information as possible.
Variables with higher coefficient values within factors are regarded as related to each 
other. Factor analysis is a multivariate statistical technique used mainly for data 
reduction and the exploration of relationship between the variables (Wimmer and 
Dominick, 2000).
Due to a large number of variables in some questions of the questionnaire, it was 
important to reduce them into a smaller set of new composite variables. Each group 
of variables was known as a factor (Hair et al., 2006). However, it was important to 
measure the new factors by using reliability analysis. Reliability analysis is normally 
used to evaluate scale reliability and check the relationship between individual items 
in the scale (Procter, 2008). The Cronbach’s coefficient alpha is applied to test the 
internal consistency of each factor. The Cronbach’s coefficient alpha provides 
information about a relationship among variables in each factor. The Cronbach’s 
coefficient alpha scores are between 0 and 1. The nearer a score is to 1, the greater 
the indication of reliability. The variables with higher coefficient values within a 
certain factor are regarded as more related to each other. To demonstrate good 
internal consistency among variables in each factor; the Cronbach’s coefficient alpha 
needs to be more than 0.6 (Hair et al., 2006 and Procter, 2008).
Regression Analysis
Field (2000) explains that regression analysis is used for prediction and forecasting 
the relationships between large numbers of variables. Sykes (2011) explains that 
regression analysis is done for two purposes: firstly, to predict the value of the 
dependent variable for individuals for whom some information concerning the 
explanatory variables is available; secondly, to estimate the effect of some
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explanatory variable on the dependent variable. The analysis focuses on the 
relationship between a dependent variable and one or more independent variables. It 
shows how the typical value of the dependent variable changes when any one of the 
independent variables is varied (Field, 2000).
According to the research, a regression analysis explores whether climate change 
understanding, awareness and behaviours vary in relation to media exposure.
4.4 Conclusion - Methodology
The relationship between the media and the public in terms of climate change issue 
in Thailand needs to be explored due to lack of secondary data on the issue in the 
country. This chapter provided the methodological approach used for the research. 
The selected samples for this research were Thai media and the public. It was 
evident from the literature review that each type of methods can be suitable in 
different characteristics of the samples. The methodologies adopted for each data 
collection consisted of both qualitative and quantitative methods. The combination of 
two research methods helped to provide more information and to explore distinct 
aspects of the relationship between media coverage and public reception of climate 
change news.
Among the different forms of the media, television and newspapers were selected 
from each kind of the media for this research. Television and newspapers remain the 
leading sources of news for the Thai public. The samples from the media were from 
all six Thai free television stations (Channel 3, Channel 5, Channel 7, Modernine, 
NBT and Thai TBS) and both tabloid (Thai Rath and Daily News) and broadsheet 
(Matichon and Krungthep Turakij) newspapers. Thirty journalists as editors and 
reporters were recruited through a combination of purposive and snowball sampling 
techniques.
Qualitative methodology, such as an interview, was a suitable method for the 
purposes of this study because it explored the perceptions and experiences of the 
journalists. The interviews provided the data on the process, where journalists put 
together, interpret, translate and disseminate climate change news, how their
interests affect the news-making, how they interpret significance of the events and 
how they formulate climate change news coverage. The interviews also presented 
opinions on the roles of media in reporting climate change. The interview data were 
organised, themes were generated and finally the results of the study were 
explained. Content analysis was used to support the presentation of the interview 
data. However, it is only a snapshot which can provide insights that could lead to 
further research.
Another sample of the research was the Thai public. This part of research focused 
on studying how the reception of climate change information is mediated by socio­
demographic characteristics. It also explored the relationships between the public 
reception of climate change news by the media and their understanding, awareness 
and behaviours for tackling climate change. Considering the large size of 
geographically different respondents, it was decided to use a questionnaire survey 
as an appropriate method for collection of data. A multi-stage sampling design was 
applied to collect data from the respondents in Thailand. Five provinces from 
different areas, (Bangkok, Nakhon Ratchasima, Chonburi, Songkhla and Chiang 
Mai) were selected by the list of the highest population in the country. Because of the 
limited resources (time and budget), non-probability sampling strategy was applied 
for selecting the respondents.
Because the questionnaire contained several questions (variables), certain statistical 
techniques, such as descriptive statistics (frequencies) and inferential statistics 
(independent sample t-test, correlation, factor analysis and regression analysis), 
were required to interpret and analyse the data. Response rates in this survey were 
high (1,831 respondents); however, there were some biases and limitations with 
respect to the respondents and the way how questionnaires were collected by the 
researcher and the supporting team. These biases should be kept in mind during the 
discussion of the results presented in the last chapter of this research.
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Chapter Five - Journalists’ Understandings of Climate
Change
According to prior international research (Martin, 2002; Sachsman et al., 2004 and 
Rahman, 2010), media coverage of climate change has increased in many countries, 
playing an important role in disseminating information about the issue. The 
complexity of the subject, however, often makes it difficult for journalists to 
communicate climate change issues to the general public (Greenberg et al., 1989 
and Cox, 2010), especially if they have to match their stories with the editorial 
policies and styles. Journalists’ various levels of understanding and interpretations of 
climate change are reflected in their work, so if journalists lack a basic understanding 
of climate change, it can clearly affect quality and quantity of climate change news 
reporting (Ward, 2008). Several studies (Tankard and Ryan, 1974; Ward, 2008 and 
Vestergard, 2011) have noted that greater numbers of factual errors and 
inaccuracies appear in climate change news reporting than in general news 
reporting.
Given this significant concern, it is important to establish how Thai journalists 
understand climate change. It is then possible to find out perspectives of the 
journalists’ who were working on environmental issues in the country as a precursor 
to developing an understanding of how they frame these stories for their media. This 
chapter focuses on interviews with reporters and editors of Thai newspapers and 
television stations. The study is based on the journalists’ self-reports, not on a 
content analysis of their work. This chapter will address the research questions 
outlined in Chapter One:
Research Question 1 : What are journalists’ understandings of climate change?
Research Question 2: What are the sources of journalists’ understandings of climate 
change?
The chapter is divided into four sections: Section One outlines the interviewees’ 
profiles; Section Two reviews the interviewees’ understandings of climate change,
drawing attention to their knowledge of terminology, causes, impacts and solutions; 
Section Three identifies the sources journalists use in producing climate change 
news coverage; and Section Four concludes this chapter.
5.1 Interviewees’ Profiles
For the qualitative research, semi-structured interviews were conducted with thirty 
journalists in Thailand. There is a fair representation of interviewees by gender: 
thirteen interviewees were men while seventeen interviewees were women.
Table 5-1 : Job Positions of Media Interviewees
Reporters Assistant 
news editor
Vice news 
editor
News
editor
Head of 
news 
editor
Total
Newspapers 6 1 - 4 1 12
Televisions 9 1 1 4 3 18
Total 15 2 1 8 4 30
Table 5-1 presents the job positions of the interviewees: Participants with a variety of 
positions, ranging from reporters to head of news editors with half the interviews with 
reporters and half with editors.
Half of the journalists had the word ‘environmental’ in their job titles while others had 
terms such as ‘science’ or ‘educational’. Some interviewees, mainly general 
journalists did not have a specific role in environmental topics but covered 
environmental issues alongside other areas such as social, business or political 
news
All of them had at least a Bachelor’s degree: twenty-three had graduated with 
degrees in journalism and seven had graduated with degrees in humanities and 
social sciences. Thus, participants were highly educated and most of them with 
theoretical and conceptual knowledge about journalism. However, none of the 
interviewees had a particular degree specialisation in environment.
The majority of journalists had considerable experience in covering environmental 
issues, although interviewees who were working as reporters (averaging eight
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years) had less experience than interviewees working as editors (averaging twenty- 
two years). Interviewees who were working in newspapers (averaging eighteen 
years) had more experience than interviewees who were working in television 
channels (averaging thirteen years).
Although, the journalists here may not be representative of Thai journalists as a 
whole, they are indicative of Thai environmental journalists. Due to the interviewees’ 
work, they were likely to be more interested in environmental issues, such as climate 
change, than the general population of Thai journalists.
5.2 Interviewees’ Understandings of Climate Change
Given this significant concern of climate change, it is important to scrutinise Thai 
journalists’ understandings of climate change. As journalists communicate the 
science of climate change to the public, their understandings of the issue might 
affect their coverage as well as the understandings of the audience who access the 
stories. To evaluate interviewees’ understanding of climate change, a part of the 
interview questions was developed initially from a questionnaire used by Wilson
(2000) to measure climate change understandings of journalists belonging to the 
Society of Environmental Journalists (SEJ) (see Chapter Two). Wilson’s 
questionnaire includes seventy six survey questions so it was important to choose 
and develop questions to be suitable in the Thai context and appropriate for use in 
an interview with journalists. In line with other studies of understandings of climate 
change (Sundblad et al., 2009 and Ward, 2009), the interviews were analysed in 
terms of five key themes: terminology, perceived causes, perceived impacts, 
solutions to climate change and sources of climate change information.
The next section investigates respondents’ understandings of terminologies related 
to climate change, perceived causes, perceived impacts and solutions of climate 
change. It then continues to explore interviewees’ understandings of the solutions to 
climate change.
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5.2.1 Terminologies Related to Climate Change
All participants indicated that the terms ‘climate change’ and ‘global warming’ 
appeared in Thai media while the term ‘greenhouse effect’ was used infrequently. 
Participants demonstrated varying understandings and response to the terms 
‘climate change’, ‘global warming’ and ‘greenhouse effect’.
The terms ‘climate change’ and ‘global warming’ were familiar to all informants 
interviewed for the research although the definition of these words was not always 
clear and their meanings was not widely understood. Some participants believed that 
climate change refers to a variety of weather changes:
7 believe that climate change means changes in weather pattern.’ (NR2, 
2009)
While global warming is more readily associated with heat-related impacts such as 
temperature rising:
‘Global warming means the world is getting hotter and hotter. ’ (TR3, 2009)
One newspaper reporter explained the initial lack of familiarity with the term ‘climate 
change’:
‘The first time I heard about climate change, I wondered what it meant. I was 
unfamiliar with it. ’ (NR5, 2009)
Another newspaper reporter commented that there was no difference between the 
terms ‘climate change’ and ‘global warming’:
7 am confused about the meanings of climate change and global warming. I 
don’t know how they are different. ’ (NR4, 2009)
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It shows that most participants were familiar with these terms by using the literal 
translations from English to Thai. However, the translations in Thai do not 
adequately express the meaning of terms clearly. As one television editor explained:
‘In English, it is called global warming. We translate it directly in Thai. It is 
easy to understand but it sounds informal. Meanwhile Thai translation of 
climate change sounds formal, so I normally use (the term) climate change in 
news. ’ (TE6, 2009)
Although the Thai terms ‘climate* and ‘weather’, ‘phumiarkrad’ and ‘arkrad’, 
respectively, are very similar, the English translation of climate change conveys 
different meanings: the term ‘climate change’ {‘Kran Peanprang Sapab 
Phumiarkrad) can be understood as ‘weather changes’ {‘ArkradPeanprang). This is 
important, given that ‘weather changes’ may convey weather patterns changing in 
the short-term, however, ‘climate change’ suggests changes in weather patterns 
over a longer period of time. ‘Lok Ron’ is the Thai translation of ‘global warming’ and 
means ‘the increase of heat on the earth’. ‘Lok’ means ‘earth’ in the sense of ‘soil’, 
so this could be understood to mean ‘the increase of heat on the soil’.
However, there were some differences in use of the two terms which were noted by 
newspaper and television journalists. In Thai translation, global warming is two 
syllables while climate change is six syllables. In newspapers, participants mostly 
used ‘global warming’ in their reporting due to word limits. Television journalists, on 
the other hand, used the two terms interchangeably. For example, one newspaper 
reporter explained:
7 prefer to use the term ‘climate change’ for news reporting. However, I 
sometimes use the term ‘global warming’ instead of ‘climate change’ because 
it (Thai translation of global warming) is a short word and it is suitable for the 
limitation of newspaper coverage (headline).’ (NR2, 2009)
The interview results show most journalists were more familiar with the terms of 
climate change and global warming than greenhouse effect. This concurs with 
Wilson (2000) who notes that environmental journalists from the SEJ are familiar
with the term ‘global warming’. However, the results here show that participants still 
were less clear about the terms, which supports a previous study (Wilkin, 1993), 
showing that journalists struggle with the terminologies related to climate change. In 
addition to the possibility that the Wilkin’s study (1993) is a reflection of the relative 
uncertainty of the terms at the time, the likely reason for this is that there is no 
standard translation of these terms to Thai.
Thailand also has a number of local languages. If there are no standard translations, 
it may affect public understanding of climate change terms in different local areas. 
This problem has also been found in other developing countries, which have different 
local languages such as India (Chapman et al., 1997) and Uganda (Corner, 2011): 
Chapman et al. (1997) note that the language in India differs from place to place and 
language is spoken in each village is different. Translation of climate change is a 
concern. Corner (2011) also explains that there are over fifty local languages in 
Uganda and translation of climate change and other technical terms varies in 
different local languages, which has caused a problem for media communication of 
climate change information in different areas.
The results further show that participants normally use the term of ‘global warming’ in 
news reporting more than other terms. This is in line with Whitmarsh (2009) who 
notes that the term mainly used by the media and recognised by the public is ‘global 
warming’, while the term preferred by scientists is ‘climate change’.
5.2.2 Perceived Causes of Climate Change
The majority of interviewees understood climate change as a human-caused 
problem and had overall awareness of the main causes:
‘Climate change is one of the major environmental problems that affects us 
directly. No one can deny that human behaviours are the cause of climate 
change. The consequences of climate change such as natural disasters are 
becoming more severe. ’ (NR1, 2009)
106
‘Most people are ignorant that they are contributing to climate change when 
they cut down trees, burn fossil fuel, drive a car as well as take a flight ’ (TE7, 
2009)
‘Human consumption has affected the climate and environment. ’ (TE9, 2009)
Interviewees’ opinions varied about the significance of human activities. Firstly, many 
interviewees mentioned that humans-caused climate change emissions were mainly 
from localised pollution from industries and transportation. As two editors stated:
‘According to what I have seen, many factories have produced some pollution 
such as smoke, wastewater and chemicals which cause climate change.’ 
(NE1, 2009)
‘It is because people use their own cars, they produce smoke ... ' (TE9, 2009)
Secondly, many of the interviewees were of the view that agriculture was another 
significant cause of climate change:
7 want to tell you what humans have done to cause climate change. When 
they have fertilised the crops, they have contributed to climate change, as well 
as when they have used chemicals, they have affected the climate. ’ (TE8, 
2009)
Thirdly, the interviews revealed that some journalists made a link between climate 
change and deforestation. As two television reporters stated:
‘Cutting down the trees causes climate change. It leads to rising temperature 
and flooding. ’ (TR4, 2009)
‘In the past, the northern forest was thick, but now, there are not many trees. 
It is easy to cause the flood. ’ (TR9, 2009)
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Fourthly, there was a prevailing sense that individual action plays a role in causing 
climate change. Several interviewees reflected on their own responsibility for climate 
change emissions:
7 think that I sometimes cause climate change, I am lazy to do recycling 
waste. ’ (TR5, 2009)
7 still use plastic bags when I am shopping at department stores. ’ (NE3, 2009)
‘It is so hot outside; I switch on the air conditioner (at the office) all day. ' (TE9, 
2009)
Finally, a few journalists identified industrialised countries as responsible for the 
emissions which have led to global climate change:
‘United States is the country which has caused global climate change. ’ (NR5, 
2009)
‘Rich countries make the problem. They should help us to reduce it. ’ (NR6, 
2009)
The findings showed that a majority of participants considered anthropogenic causes 
of climate change to be a reality. This is consistent with studies conducted in other 
countries such as Sweden (Sundblad et al., 2008) and India (Billett, 2010) which 
show that nearly all journalists agreed with anthropogenic causes of climate change. 
The participants also identified the main causes as localised pollution from industries 
and transportation, agriculture, deforestation, individual activities and industrialised 
countries.
However, it should also be noted that beyond a certain limit, knowledge amongst 
interviewees about climate change is restricted, especially their knowledge about the 
sources of the scientific basis of climate change, the complex pattern of interaction 
within and with other earth systems to produce the phenomenon of climate change 
as well as the dynamics of climate change over time. This is to some extent
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understandable, as even for specialist ‘environment’ journalists, this is a large and 
complex area in its own right.
5.2.3 Perceived Impacts of Climate Change
All interviewees agreed that climate change was one of the greatest threats facing 
the world and it is having an impact in Thailand already. They divided climate change 
impacts into two levels: national and international.
It was clear that most participants were primarily concerned about the potential 
impacts of climate change in Thailand with negative impacts such as hotter 
temperatures, severe flooding, drought, rise in sea levels and sea waves. Firstly, 
several journalists suggested that changing weather patterns such as hotter 
temperatures were thought already to have impacted the country. For example, two 
newspaper editors noted:
‘This year is hotter than last year; the higher temperature is due to climate 
change. ’ (NE1, 2009)
7 think this month has the hottest weather in Bangkok. ’ (NE6, 2009)
Secondly, flooding was also perceived as a very significant problem, as Thailand has 
experienced severe floods affecting many parts of the country every year, especially 
in the southern and eastern regions as well as in Bangkok:
‘Severe flood destroys rice farming because the floodwaters wash away soil. ’ 
(TR4, 2009)
7 go to south (to report news) when flood is happening. I am sad that I see 
many people moving to other provinces. Because of high floodwaters, they 
cannot live there. ' (TR8, 2009)
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‘When there is flooding in some area (in Thailand), people cannot afford food 
and drink from treated sources, they lack hygiene. Some have been affected 
by diarrhoea which caused many deaths. ’ (NE3, 2009)
Thirdly, drought was perceived as another impact by many interviewees. In Thailand 
(as discussed earlier in Chapter One), water is considered as one of the most 
significant resources for the agricultural production. The main water problems in 
Thailand are the shortage of water and drought conditions. They mentioned that 
drought conditions would have a serious impact on the Thai agricultural output:
‘Climate change causes drought in the north of Thailand. Many areas cannot 
grow crops due to a drought. ’ (TR9, 2009)
One newspaper editor also added that climate-induced drought has further impacts 
on human health and hygiene:
‘Dry conditions (from climate change) lead to digestive diseases and lack of 
clean water. ’ (NE4, 2009)
Fourthly, a few participants mentioned potential rises in sea levels with a particular 
impact on coral reefs. As one newspaper editor commented:
7 watch from television that coral reefs in Andaman Sea face significant 
impacts from higher sea levels (from climate change). ’ (NE4, 2009)
Lastly, climate change was identified by a few interviewees as responsible for sea 
waves which had caused severe disasters in the country by one television reporter. 
This reporter discussed the Tsunami of 2004 (although it is not clear how factual that 
assertion is):
‘Sea wave caused Tsunami in south of Thailand. It was horrible disaster.’ 
(TR9, 2009)
A few participants referred to climate change as an international or global problem:
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‘Climate change is a major problem in today’s world. IVe observe higher 
temperature. The impacts of climate change are unusual weather, severe 
natural disasters, floods, storms, new types of diseases and hot weather. 
These impacts cause humans’ loss. It is expected that the impacts will be 
more serious. We need to focus on climate change issue. ’ (NR6, 2009)
‘We always worried when we heard about climate change in some countries 
because it will be more and more severe (than in Thailand) every time. ’ (TR9,
2009)
‘Climate change could have serious consequences for human lives around 
the world. ’ (TE8, 2009)
The findings show that while participants considered climate change as both national 
and international problem, the emphasis was mainly on impacts in Thailand. Only a 
few participants emphasised potential future risks or international impacts of climate 
change. The results suggest that journalists mainly focus on negative national 
impacts of climate change such as flooding, drought and sea waves. Some other 
studies have found a similar pattern: Billett (2010) reports that Indian journalists also 
focus mainly on negative impacts of climate change on the country’s nature. 
Conversely, Stroch and Krauss’s research (2005) reveals that German journalists’ 
concerns are more oriented towards international threats of climate change. This 
demonstrates that different countries emphasis different aspects of climate change in 
terms of political culture. Journalists in developing countries, such as Thailand and 
India, mainly focus on the national angle, while journalists in developed countries, 
such as Germany, mostly concentrate on the international angle.
National priorities and contexts are an important factor in the process of ‘generating 
news’, which will be covered in Chapter Six. In fact, the separation of impacts into 
national and international could be due to an understanding of the regional variations 
of climate change impacts, or due to the reporters’ and editors’ efforts to tailor news 
to their local context. The interviews also showed a diversity of perceived impacts 
although a deeper understanding of, for example, interdependencies in impacts, or a
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wider discussion about the link between impacts and policies was largely and 
understandably absent.
5.2.4 Solutions to Climate Change
All participants said that they were worried about climate change and considered 
potential approaches to its mitigation. This was summarised nicely by two 
newspaper editors who commented:
7 am worried about climate change now. It is important to solve the problem 
as soon as possible before it will be worse. ’ (NE2, 2009)
‘There is still a chance to prevent the earth from the worst impacts if we solve 
the problem by acting fast. ’ (NE5, 2009)
Like the perception of the impacts, many divided potential solutions into two levels; 
the national and the global.
The first level was that of national solutions, suggested by all interviewees focusing 
on the responsibility of national stakeholders: the Thai government, business 
companies and private individuals. In this, the solutions to climate change were seen 
initially as coming from key stakeholders, and the discussion on what actually should 
be done was much less prominent.
Most interviewees identified the government as mainly responsible for addressing 
climate change within Thailand. As one television editor concluded:
‘The Thai government should be a main point to tackle climate change. The 
government has planned strategies and there are many government 
organisations who have also been conducting activities to reduce climate 
change. ’ (TE2, 2009)
This refers to the government’s strategies and the government’s organisations as 
playing a key role in responding to climate change and should be seen in the context
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of Thailand’s governmental Five-Year Strategies on Climate Change (2008-2012) to 
prepare for and to prevent the impacts of climate change (as discussed earlier on 
Chapter One); however, not all interviewees were familiar with these strategies. 
Those who were aware of government strategies thought that they provided a good 
approach to the mitigation of climate change. As one television editor explained:
‘The government focuses on these strategies; as a result, climate change will 
be reduced efficiently. ' (TE6, 2009)
However, a few participants had never heard of the government’s strategy, which 
specifically encourages media reporting of climate change. As two television 
reporters stated:
7 am not quite sure what it (strategy) is .... I think I should find about it. ’ (TR6, 
2009)
‘It is not bad that I do not know about this (strategy) but I continue to report 
about it (climate change). ’ (TR8, 2009)
In addition, with respect to the government’s strategy, many participants explained 
that there were many activities to reduce climate change undertaken by various 
government organisations. One television editor gave credit to such organisations:
V know that Ministry of Science and Technology, Ministry of Natural 
Resources and Environment, Ministry of Energy, Bangkok Metropolitan 
Administration has been conducting many activities to reduce climate 
change. ’ (TE5, 2009)
Many interviewees said that the government, a leading stakeholder in climate 
change, acted as a guide and a provider of information to focus public attention on 
the importance of climate change. As two newspaper editors commented:
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‘The government leads the country; the government must mainly act to 
mitigate climate change and they can guide the public to reduce climate 
change too. ’ (NE4, 2009)
‘The government is very important. People will help to tackle climate change if 
the government provides more information to them. ’ (NE5, 2009)
Journalists recognised the various activities undertaken by government 
organisations to reduce energy consumption as well as to build public awareness 
and knowledge:
‘...a  campaign ‘Use Compact Fluorescent Lamps’ is aimed to encourage 
people to change from incandescent light bulbs to compact fluorescent bulbs 
for energy-saving. A campaign ‘Water is Life’ is for building awareness among 
the public to reduce wastewater and conserve water. There are many 
interesting activities to solve climate change such as ‘Car-free Day’, and 
more... ’ (NE4, 2009)
Many interviewees asserted that government campaigns were successful and had 
the effect of motivating the public to take actions to reduce climate change:
‘It is good thing to have many campaigns to encourage the people to do 
something to solve climate change. ’ (TR7, 2009)
‘People want new campaigns which encourage them to reduce climate 
change. In addition, many people forget campaigns easily and the 
government must promote previous effective campaigns continuously to build 
their awareness. ’ (NE2, 2009)
Some interviewees, however, registered concern about the government’s approach 
to climate change and some believed that climate change was not treated as a 
serious issue by the government:
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‘There is a lack of efforts by the government in enforcing the environmental 
policies... this is why climate change is not seen as a serious problem. ' (NE5, 
2009)
In addition, some indicated that there was still a lack of connection between different 
government organisations responsible for addressing the climate change:
7 am asked to report (the news) on two campaigns (from two different 
government agencies) in the same day; I do not know why they do not join 
(the campaigns) together. ’ (NR5, 2009)
This is in line with Harashima (2000, pp. 200), who shows that in Thailand the 
overlap of responsibilities and powers of Ministries and government agencies ‘has 
created cross-jurisdiction problems and inter-agency tensions in certain areas'. 
Harashima (2000) points out two different government agencies implemented two 
different regulations with respect to the same environmental problem.
Another concern raised by a few interviewees was related to the low level of 
promotion of climate change campaigns. They explained that while the government 
had launched a number of national climate change campaigns, these campaigns 
tended to fade away in a few months:
‘A campaign entitled ‘Stop Global Warming through Sufficiency Lifestyle’ was 
very interesting campaign because it has adopted the practice of sufficiency 
economy by His Majesty the King but it was not successful. The government 
did not promote it as much as they can so the public ignored it. ’ (NE5, 2009)
As mentioned earlier, a number of journalists evidently saw another stakeholder 
group - business companies - as having some responsibility for climate change 
emissions so business companies were correspondingly identified as being part of 
the solution too. As three editors explained:
7 think it is more important that not only the government reduce climate 
change, businesses also need to do it. ’ (NE1, 2009)
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‘Factories need to manage gas emission efficiency (to reduce climate 
change). ’ (TE1, 2009)
7 know that there are several companies reducing GHG such as ... (names of 
companies)... ’ (TE3, 2009)
Several interviewees suggested that business agencies paid more attention to 
climate change issues than government organisations:
7 am always invited (by business agencies) to report their climate change 
campaigns and their products, they (business agencies) would like to support 
a better environment and to motivate consumers to buy their products. I 
hardly was invited to join the government’s campaigns. ’ (TR3, 2009)
Many participants stated that private individuals as the third main stakeholder group 
under consideration here were also key players in climate change mitigation. As one 
newspaper reporter put it:
‘The public should be involved in reducing climate change as much as they 
can.’ (NR1, 2009)
Many interviewees included themselves within the public who should be involved in 
climate change mitigation:
7 know I can help to reduce climate change by myself at home by turning off 
lights when I am not using them. ’ (NR2, 2009)
7 try to do several environmental actions as much as I can. For example, 
recycling, using cloth bags and so on. ’ (TE7, 2009)
7 like the idea of a campaign ‘Use Cloth Bags in Place of Plastic’ I have reuse 
cloth bags in my car. I use them when shopping. ’ (NE3, 2009)
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In addition, the majority of interviewees commented that it is very important for all 
national stakeholders to collaborate in the response to climate change:
W e  have responsibilities (to mitigate climate change) together.’ (TR1, 2009)
7 feel that both the government and the public should be involved in 
responding to the climate change. They should be taking care of the 
environment too. ’ (TR3, 2009)
The findings show that participants considered the Thai government as the key 
stakeholder in leading a national response to climate change. In addition to its 
expected regulatory and legislative powers, the government officials are responsible 
for reducing climate change as part of the Thailand’s Five-Year Strategies on 
Climate Change (2008-2012). Participants also identified business companies and 
private individuals to be playing a role in co-ordinating national responses to climate 
change.
Considering climate change as an international problem, a few interviewees 
explained that climate change should be mitigated by international organisations. For 
example:
‘There are many international organisations working on (climate change), 
those activities should solve the problem as soon as possible. ’ (TR9, 2009)
Specifically, one television editor saw the IPCC as a significant organisation and 
explained why it is so essential:
‘It seems that IPCC is interested in industrialised countries. IPCC should 
provide more support to developing countries in tackling climate change.’ 
(TE8, 2009)
As with the perceived impacts, the respondents divided the solutions to address 
climate change into two levels: national and global. However, journalists focused on 
national solutions more than on global solutions, with responsibility for addressing
climate change seen to lie primarily with the Thai government. This may be because 
respondents believe that climate change is recognised as a national environmental 
problem. The government is the major stakeholder which has created the climate 
change policy and the responsibility for reducing climate change mainly lies with the 
government. Other stakeholders such as business and the public have responsibility 
to follow and to support the government’s policy by mitigating climate change.
5.3 Sources of Climate Change Information
This section analyses the information sources participants referred to in their 
understandings of climate change and which they use in producing climate change 
news.
Shoemaker and Reese (1996) indicate that lack of climate change information from 
authoritative and other relevant sources prevents journalists from effectively covering 
the issue. Shoemaker and Reese (1996, pp.23) explain the definition of sources as 
‘external suppliers of raw material, whether speeches, interviews, corporate reports 
or government hearings’. In addition, Cans (1979 cited in Lester, 2010) emphasises 
the importance of news sources as follows:
‘To understand the news fully, researchers must study sources as roles and 
representatives of the organised and unorganised groups for whom they act 
and speak, and thus also as holders of power. Above all, researchers should 
determine what groups create or become sources, and with what agendas; 
what interests they pursue in seeking access to the news and in refusing it. 
Parallel studies should be made of groups that cannot get into the news, and 
why this is so. And researchers must ask what effect obtaining or failing to 
obtain access to the news has on the power, the interests, and the 
subsequent activities of groups who become or are represented by sources 
(Gans 1979 cited in Lester, 2010: pp.91)’
Wilson (2000) finds that use of sources has a direct impact on journalists’ knowledge 
of climate change and the media rely heavily on sources for their news reporting; as 
a result, the role of sources is importantly considered in framing climate change
issue. As Shoemaker and Reese (1996, pp. 178) explain that ‘sources have 
tremendous effect on mass media content, because journalists can’t include in their 
news reports what they don’t knovJ. Different types of sources reliably provide 
journalists with different types of news contents (Sandman, 1994).
Results from the interviews find that participants received climate change information 
from a variety of sources with government officials being the dominant source of 
knowledge. Interviews with environmental groups and industry groups were placed a 
distant second and third respectively. Members of the public were rarely used as 
sources. In addition, participants identified websites and foreign news media as the 
primary source of additional climate change data. These different sources will be 
discussed below.
5.3.1 Government Officials
Government officials were identified by the vast majority of interviewees as the most 
informative and authoritative source on climate change in Thailand. Academic 
scientists, researchers, government officers and politicians were identified as 
working in the climate change area. Journalists and editors normally get climate 
change information from press releases and discussions with government officials. 
Among government officials, scientists were preferred as the most trustworthy 
sources. As two television reporters stated:
7 don’t know about climate change. They (scientists^ give me more 
information so I can make interesting news. ’ (TR1, 2009)
7 think information from the government organisations is trustworthy because 
they (scientists,) work on it for quite a long time. ’ (TR5, 2009)
Of those who mentioned government organisations, most used the Ministry of 
Energy, the Ministry of Natural Resources and Environment and the Ministry of 
Science and Technology as their key sources of climate change information. For 
instance:
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‘My main information is from officials who work at the Ministry of Energy, the 
Ministry of Natural Resources and Environment and the Ministry of Science 
and Technology. They are very helpful. ’ (NR6, 2009)
Politicians were also sometimes chosen as sources for climate change information:
‘Politicians are more important in climate change issue. I interview the 
minister of Natural Resources and Environment to find out the recent climate 
change policy. ’ (NR1, 2012)
This indicates that using politicians as sources have increased in climate change 
news reporting recently. Journalists try to shift from coverage of the scientific aspect 
of climate change to the political aspect because the new aspect can attract more 
audiences. This point will be further expanded upon in Chapter Six.
In addition, a few participants mentioned that government organisations gave climate 
change workshops to the public including journalists. One newspaper reporter 
explained that such workshops were interesting and relatively easy to understand:
7 attended a workshop organised by Ministry of Energy, it was great. I got a 
lot of information about climate change. ’ (NR5, 2009)
However, one editor said he would attend the workshop; however, he delegated this 
responsibility to his reporter. Another indicated that finding time to attend workshops 
was difficult:
7 need to work as usual so there is no more time for me to attend other 
workshops as I want. ’ (NE5, 2009)
A few participants also mentioned that there were international conferences that 
some journalists were able to attend due to government support:
‘When there will be an international conference in other countries, the 
government organisation will invite some newspapers and television channels
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to join them. They will pay all expenses for us because they need us to report 
their work to the public. It is a good opportunity for us to gain more 
experience. ’ (TE6, 2009)
Corner (2011) notes that workshops aiming to provide knowledge and competence 
in covering the key aspects of climate change are an important source for journalists 
in the developing countries. Such workshops can help journalists to get more 
accurate and up-to-date climate change information and would provide a useful 
network of people who work in the climate change area. However, only a few 
participants attended the workshops and conferences due to time and budgetary 
constraints. While some journalists reported attending climate change workshops, 
these workshops were mainly organised by the Thai government rather than 
international conferences. This contributed to a general lack of attention to global 
responses to climate change with attention remaining firmly fixed on national 
problems, national information and national solutions
Furthermore, many interviewees raised concerns about climate change information 
from government officials with many interviewees stated that the information was too 
technical and scientific for them:
7 think that when I interview the scientists, they should use easy words to 
explain to me. ’ (NR1, 2009)
‘They (scientists) talk about Carbon footprint. What is it? I do not understand. ’ 
(NR5, 2009)
The data show that the role of terminology was critical, starting with the terms 
"climate change’ and "global warming’ discussed earlier. Technical and scientific 
language reduced communication between sources and the media and made it 
complicated for participants to make a story as the use of scientific language in a 
story is also likely to get negative reactions from the public. It should be noted that 
the process of ‘news framing’ will be discussed in greater detail in Chapter Six. Ladle 
et al. (2005) explain that journalists who lack the necessary knowledge to interpret 
scientific information deliver a poor climate change story to the public.
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In addition, some interviewees explained that government officials may have 
preconceptions towards the journalists and these could affect their access to news 
items and governmental stakeholders:
‘He (a government official) does not like my article because I comment on his 
organisation negatively. He refuses to let me interview him. I have to find 
another official for information. ’ (TE3, 2009)
This data reflects the access to governmental sources. It shows that some 
government officials were biased, providing privileged information only to the 
journalists who were close to them. Not all participants said this in the interview, but 
it is reasonable to assume that this is not confined to the one television editor (TE3).
The interviews also found that some government officials, especially scientists, were 
more significant than other sources for three reasons: firstly, journalists rate 
scientists as trustworthy source because of their specific expertise in their subject 
area. Secondly, scientists provide official information to inform participants about 
climate change. Thirdly, there are only few scientific articles and journals about 
climate change knowledge published in Thai language and scientists have better 
access to international sources. In the absence of own research, which is often 
resource-consuming and sometimes impossible, journalists have to rely on scientists 
and other experts who they believe can get accurate climate change information 
rather than being able to access technical and scientific findings directly.
This is not a surprise because most studies of news sourcing (Sandman, 1994; 
Trumbo, 1996; Dunwoody, 1999; Gelbspan, 2005; Rahman, 2010 and Zhang, 2011) 
show government officials are the primary source of information about environmental 
news including climate change. Sandman (1994) explains that when journalists use 
only one source for a story, that source is often a government official of the time. 
Wilson (2000) states that using a government official as a creditable source can 
considerably improve the quality of climate change news reporting. Comparing with 
other official sources, journalists have been more dependent on scientists in 
environmental stories because scientists are considered trustworthy and
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authoritative sources on scientific issues (Rubin and Sachs, 1971; Watts, 1993 and 
Dunwoody, 1999). However, relying on single source of information is risky, as the 
provider of that information may have own agendas and priorities in terms of why, 
what and how much information is to be given out, and to whom.
Additional, media ownership is likely to be a key factor differentiating between 
developed and developing countries in terms of government sources of climate 
change information. Media in developed countries are mainly owned and operated 
by private companies; by contrast, media in developing countries are mainly owned 
and operated under government supervision (Djankov et al., 2003). Journalists in 
developed countries thus have more freedom to choose resources of climate change 
knowledge independently, and to compare information from more than one source. 
In Thailand, by contrast, most of the television stations are owned and controlled by 
government agencies. Thus the government retains significant control over the type 
and nature of news. This may be a further reason why journalists used government 
organisations as a primary source for their climate change information. The 
significance of the media ownership in relation to climate change news will be 
discussed further in the next chapter.
5.3.2 Environmental Groups
Many participants identified environmental groups as sources working on 
environmental problems including climate change that provided information and 
educated the public via their environmental campaigns. The main information was 
received from press releases and discussions. As one newspaper reporter 
described:
‘Greenpeace asked me to promote their new campaign named ‘Walk with 
Elephants to Create Change’. This campaign challenges the world leaders to 
accelerate the process of the UN climate negotiations. ’ (NR6, 2009)
Some participants commented that information from environmental groups was 
interesting because it conflicted with government policy. For instance, one television
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reporter mentioned that environmental groups sometimes criticised the government’s 
plans for mitigating climate change:
7 interview an NGO representative. He gives me many negative comments 
about the government’s nationai strategies. ’ (TR7, 2009)
The findings show that environmental groups were important sources in addition to 
the government officials, which allows interviewees to compare and contrast 
information given, which may shed further light onto the news story and its context 
and makes their own stories more authoritative. Gamson and Modigliani (1989) and 
Barnett (2005) state that environmental groups could have a significant influence on 
the media via public relations campaigns. In addition, information from environmental 
groups is useful to get a contrasting perspective because a contrasting perspective 
undoubtedly gives an exciting component to the news content and always makes an 
interesting story. This perspective may lead to a conflict between the government 
and environmental groups. According to Brossard et al. (2004), conflict is of interest 
to the public and it has a need to be informed. However, Burgh and Rong (2011) 
argue that journalists cannot take all environmental groups’ opinions and have to 
balance information with other specialists in order to be equitable. This point will be 
further expanded upon in Chapter Six.
5.3.3 Industry Groups
Half of the interviewees also used industry groups as sources for climate change 
information. Industry groups commonly were representatives of the local businesses 
and industry. They indicated that these contacts tried to promote their products and 
activities via climate change information so that these groups were evaluated 
somewhat cynically with respondents being aware that these sources often funded 
climate change campaigns because they wanted to advertise their businesses. As 
one television editor remarked:
‘The main thing (for the businesses) is that they would like to use the media to 
promote their companies. It is these things that they put together to build 
climate change campaigns. ’ (TE1, 2009)
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Despite such misgivings, interviewees felt that businesses’ campaigns could 
contribute to support the country to tackle climate change. As two television 
interviewees stated:
7 know that climate change campaigns (from business agencies are) involved 
with their marketing strategy, but their campaigns are interesting and deliver 
good efforts to the public. ’ (TR6, 2009)
V know that they want to promote their companies via climate change 
campaigns; however, it is good for the public to know what they do for their 
good attempts to tackle climate change. ’ (TE8, 2009)
A more recent interview with a television editor showed that many business 
companies supported the channel to produce environmental scoops:
7 get some support from a business company to produce three minutes scoop 
about environmental problems. ’ (TE5, 2012)
This suggests that industry groups were influential in the rapid increase of climate 
change reporting. Industry groups sponsored the media to produce environmental 
programmes because they would like to advertise their businesses.
In addition, the information received from industry groups was thought to be more 
simple and easier to covey to the public than the scientific information received from 
government organisations and environmental groups, highlighting a potential trade­
off between objectivity and attractiveness of news stories:
‘Information from business companies is not complicated. They would like to 
communicate to the public efficiently. ’ (NR3, 2009)
The findings show that journalists believed that industry groups became involved in 
climate change campaigns primarily to promote their businesses, but were still 
regarded as providing useful climate change information.
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5.3.4 Members of the Public
The public was only mentioned as a source by a small number of television 
interviewees. They explained that interviews with members of the public were 
important in order to support television scoops. As one television reporter described:
‘As a field broadcaster, I need to go to the place which is flooded to interview 
affected people to make a climate change scoop. ’ (TR1, 2009)
In addition, the findings show that the public were not considered as a suitable 
source for climate change stories. Unlike other sources discussed earlier, 
interviewees stated that the public lacked understanding of climate change.
‘Many people do not understand climate change clearly so they need more 
information from us. ’ (TE3, 2009)
Participants indicated that they needed more and deeper information from different 
sources and supportive data to create a news story:
‘Interviews with the public are not enough to do investigating news. I have to 
find more information from other sources to support it. ’ (NR1, 2009)
This shows that interviewees understood the need to use several different sources 
as a way of balancing bias, and of authenticating news, and that different sources 
would provide them with different aspects of their news story. Here, the public was 
thought to provide the human interest angle.
This continues today, as a more recent interview with a television editor showed that 
members of the public played a significant role in the creation of an emotional and 
thus newsworthy story:
‘The public who are victims of flood are a main part of our scoops.’ (TE5, 
2012)
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Using members of the public as victims of disaster stories generates public interest 
and often provides sensational coverage. However, it also shows that reporters and 
editors are aware of the different qualities news items may have from different 
stakeholders, and the need to balance these. Dramatic media portrayals of climate 
change can raise the public’s attention (McComas and Shanahan, 1999). This point 
will be further expanded upon in Chapter Six.
5.3.5 Websites
During the last three decades, computer systems have become integral to the news 
production process of Thai media and widespread use of the internet as a tool for 
gathering and disseminating information has been adopted (Holloway, 2009). The 
internet is a tool used by journalists primarily for searching information to write news 
and articles. Websites were regarded by half of interviewees as an important tool for 
education and were liked for their easy access, the variety of websites to choose 
from and the extent of climate change information available, which made it cheaper 
and easier to gain access:
‘Internet is fast, easy to access and updated regularly (of climate change 
information). ’ (NE4, 2009)
One participant pointed out that the rapidly increasing use of internet in Thailand 
among journalists will make them use websites for gathering information and 
creating climate change news:
‘Internet accessibility is widespread in this country. It is easier to use 
information from websites to create news’ (NR7, 2012)
On the other hand, some interviewees questioned the accuracy of information from 
the websites. They regarded the quality of information from some websites as 
difficult to gauge and commented that many websites are unreliable because there is 
no quality control. As three television reporters stated:
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‘I ’m not a scientist. I do not have a fully formed view to judge information on 
the website whether it is right or wrong. For some reasons, I think this is 
nonsense. ’ (TR2, 2009)
‘Anyone can put just about anything on the internet. Some websites are not 
good to cite. ’ (TR8, 2009)
7 read climate change information from some websites for my ideas, but I 
cannot use those websites for my reports. I do not think those are reliable. ’ 
(TR9, 2009)
Conversely, some felt certain international websites were reliable resources with 
accurate information. However, they reiterated that the information was often difficult 
for non-specialists to understand with too many technical and scientific terms used. 
As one reporter stated:
‘Some websites, such as IPCC, are good, but they are difficult to understand. ’ 
(NR4, 2009)
Another main concern in using websites as primary source of additional climate 
change information mentioned by some participants is the low quality of the country’s 
internet in 2009 and the low powers of technological purchases:
‘Internet in Thailand is very slow, it takes time to find out information from the 
internet’ (TR3, 2009)
‘Both computer equipment and internet technology have a high price in 
Thailand’ (TE4, 2009)
These findings show that there was a poor internet connection in Thailand that 
affected using websites for creating climate change news among interviewees.
In conclusion, the findings show that interviewees used websites as primary source 
of additional climate change information. Websites were easy to access; however,
some websites were thought to provide unreliable information and others to use too 
many technical and scientific terms. The quality of websites was of great concern for 
interviewees. It has raised serious questions for journalists about the process of 
reporting and producing information from websites. Holloway (2009) indicates that 
websites are the easiest and fastest tool for journalists for searching information to 
write their news and articles.
5.3.6 Foreign News Media
Half of the participants mentioned that foreign news media, such as international 
magazines and television channels, were another way to convey climate change 
information. Of those who mentioned foreign news media, most said they accessed 
Time magazine, Newsweek magazine, National Geographic, CNN and BBC. They 
mentioned that these supportive data were reliable because they were written or 
produced by specialists. As one newspaper editor stated:
7 sometimes use National Geographic as a source because I think that the 
information is credible. ’ (NR5, 2009)
Some participants indicated that these sources were where they would look for the 
latest information about climate change and noted that the information provided by 
international sources were distinctive and novel. As one newspaper editor showed:
7 sometimes translate from some English articles to report in the newspaper 
because I need new information. ’ (NR4, 2009)
Some interviewees said that there was a strong reliance on international sources, 
particular National Geographic, CNN and BBC, reinforcing climate change news:
‘Foreign channels have reliable information because they are on air around 
the world. ’ (TE6, 2009)
A few participants showed that there were good connections between Thai television 
channels and international television channels for news exchanges and indicated
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that journalists often share their ideas for news reporting. As one television editor 
explained:
W e  have a contract with some foreign channels so we can use their news
and scoops in our channel. ’ (TE1, 2009)
The findings show that journalists considered that some information, such as global 
impacts of climate change cannot be found from national sources, and thus it was 
important to use international sources for additional information. Due to the 
connection between Thai and international media, interviewees also used news or 
scoops from international media to report to the public. However, this needs to be 
balanced with the strong preference for local news, international media organisations 
typically cannot provide for Thailand, and the syndicalisation process, where news 
stories are bought and sold in different media across the world. It is therefore 
possible that national news is the preferred choice, but that international sources, 
such as foreign media and websites, are used to balance, contrast or otherwise 
enhance their own stories. The process by which interviewees convert information 
from different sources into a news story is discussed in greater detail in Chapter Six.
5.4 Conclusion - Journalists’ Understandings of Climate Change
The purpose of the chapter is to examine journalists’ understanding of climate 
change. The chapter began by discussing the background of the interviewees in this 
research. The data showed that interviewees had different positions from reporters 
to head of news editors and different level of work experience.
The analysis of the qualitative data indicates that interviewees’ understandings of 
climate change vary: many journalists are confused about the terminology related to 
climate change. The results from participants indicate that ‘global warming’ and 
‘climate change’ are familiar to participants and they thought the two terms are 
synonymous and interchangeable; however, the ‘greenhouse effect’ is only 
infrequently used. However, the results in this research show that participants were 
still unclear about the terms related to climate change. This is partly explained by the 
lack of standard translation of these terms to Thai. The efforts should be made to
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develop appropriate climate change terminology in Thai language. The differences in 
the choice of terms are important, as different terms frame their understanding of the 
news story substantively and the choice of one term over another is often based on 
matters not relating to the content of the story, but to the type-setting process, or 
other factors.
Journalists overall consider that climate change is a human-caused problem and has 
mostly negative impacts on nature. However, journalists mainly focus on two 
themes: national and current situations concerning what they believe to be current 
impacts of climate change within Thailand; they hardly mentioned future or global 
threats of climate change. There are three possible reasons for this: Firstly, the 
current national impacts are more familiar to Thai environmental journalists because 
these impacts occur within Thailand recently. Secondly, information about future or 
global threats may be more difficult to obtain because per definition these threats 
have not happened already or did not happen within Thailand. Thirdly, in terms of 
news reporting, focusing on national and current situations is more newsworthy for 
the public. This point will be further expanded upon in Chapter Six.
The findings also establish that participants draw on a variety of sources for climate 
change information: government officials, environmental groups, industry groups, 
members of the public, websites and foreign news media to support their news 
reporting. Journalists require up to date and novel information as well as accurate 
information in order to create climate change stories. Sources were considered to 
have distinct motivations for promoting climate change information via the media. In 
addition, the findings indicate that information from these sources is used for 
different purposes. Different sources would provide journalists with different aspects 
of their news story. Journalists are aware of the different qualities news items may 
have from different stakeholders, and the need to balance these.
Government officials are considered as the primary sources for climate change 
reporting. In Thailand, the government is regarded as trying to provide climate 
change information as part of their responsibilities. The prominent role of the 
government as a source of information and as having responsibilities for addressing 
problems means that, compared with other sources, government officials are
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regarded as the most trustworthy; however, respondents preferred scientists 
because they always have information for journalists to gather.
Environmental groups are thought to be primarily concerned with their own 
campaigns. The main purposes of environmental groups are to educate and to raise 
awareness in the public with their environmental campaigns. In Thailand, 
environmental groups have gradually become more concerned with climate change 
issue. The results validate that environmental groups draw on environmental issues 
differently to the government’s policies. In terms of news reporting, a conflict 
between environmental groups and the government is more newsworthy for the 
public. This point will be further expanded upon in Chapter Six.
Industry groups are regarded as providing climate change information as a way of 
promoting their products or achieving commercial gain. Importantly, interviewees 
indicate that industry groups also sponsored the media to produce environmental 
programmes because they would like to advertise their businesses.
Members of the public were considered important sources only insofar as they 
contribute to the creation of an emotional story and newsworthy account of climate 
change or can bring more dramatic considerations to climate change story. This 
study identifies the public to have a role as news source as victims and sufferers in a 
story. This point will be further discussed upon in Chapter Six.
Websites were claimed to be the primary source of additional climate change data 
for journalists. Journalists view websites as a benefit as they can be used as a tool 
for searching information to write their news and articles. There are a variety of 
websites to choose from and they are easy to access. On the other hand, it is 
important to be aware of the quality of information with some providing information 
considered untrustworthy for news reporting while other more trustworthy sites (such 
as IPCC) are difficult for journalists to understand because of technical and scientific 
information. The quality of internet connections is also significant: while the use of 
internet is increasingly widespread among journalists in Thailand, its speed and 
reliability are still variable.
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Foreign news media provide some advantages for journalists. It saves time as 
journalists can use pre-existing stories and do not need to go out to interview 
sources or write a new story. In each media organisation, there is an international 
news section which works with foreign news media and has responsibility for 
translating international news. In addition, journalists sometimes cannot avoid using 
foreign news media because they have to report severe global climate change 
impacts or events.
It is interesting to note that in recent interviews politicians and industry groups were 
increasingly mentioned as sources. This indicates that climate change stories in 
Thailand are beginning to shift from being seen as scientific issues to political and 
business issues. This supports research by Trumbo (1996) and Williams (2001) who 
observe that scientists are the primary sources about climate change early on; 
however, they do not last long in this position. Politicians and industry groups are 
increasingly influential sources for climate change news reporting.
However, using different or several sources as a basis for a news story is not only 
useful to balance possible bias from a single source, but also to highlight 
contradictions or conflicts between groups as a way for authors to add their own 
perspective to the emerging story. This suggests that several sources are preferred 
to avoid becoming the mouthpiece of any one source of information, no matter how 
authoritative it is. Reporters and editors are aware of the different qualities news 
items may have from different sources. They need to use different sources as a way 
of balancing bias, and authenticating news; also different sources provide them with 
different aspects of their news story. In addition, it is also noticeable how 
interviewees regard information from different sources to have different qualities, and 
the mixture of these qualities allows reporters and editors to ‘construct news’, a 
process which will be explored in greater detail in Chapter Six.
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Chapter Six - The Role of the Media in Reporting Climate
Change
One of the research objectives is to figure out how climate change news is framed 
and conceptualised and thus subsequently reported. In the previous chapter, one of 
the key conclusions was that journalists do not just report the stories, but they ‘make’ 
news from different sources to attract a wider public. The process, where journalists 
put together, interpret, translate, disseminate or ‘package’ climate change news is 
the main topic of this chapter. It describes how their interests affect the news- 
making, how they interpret the significance of events and how they formulate climate 
change news. This chapter illustrates how and why reporters cover the things they 
do, and at the same time it gains insights into how editors’ decisions are made in the 
newsroom. This reflects the way in which news content is produced and selected in 
the news production process.
This chapter draws on the interviews with journalists because the responsibility to 
report climate change stories lies with them. The different perceptions of reporters 
and their editors and between those working for newspapers and those working for 
television channels will be explored.
In addressing these issues, the chapter responds to two research questions outlined 
in Chapter One:
Research Question 3: Why do journalists report climate change news?
Research Question 4: How is climate change news made, conceptualised and 
reported?
The chapter is divided into three sections. Section One explains why journalists think 
that climate change is important to report to the public. Section Two presents how 
climate change news is reported to the public. It explores journalists’ news 
production process in term of their working routines and news selection. It also
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shows how the process of news production works and explores what are the 
important factors which shape the process of stories becoming news. The findings 
will be demonstrated and discussed in two topics: news production process and 
news content. To help answer the questions, the conceptual frameworks of 
gatekeeping (Beard and Olsen, 1999; Shoemaker, 1991 and Dispensa and Brulle, 
2003) and newsworthiness (Smith, 2005 and McNair, 2006) are applied to analyse 
the process of news making and selection. Section Three concludes this chapter.
6.1 The Reasons Why Journalists Report Climate Change News
The trend toward increased media coverage of climate change in Thailand was 
clear. Salathong (2009) states that climate change has been specifically raised in the 
media in recent years in Thailand with the number of climate change stories in Thai 
media increasing rapidly since 2005. This section discusses why journalists think 
that climate change is important to report to the public. The interview analysis in 
Chapter Five showed that many participants indicated that climate change has 
caused numerous problems to Thai society and environment. Many interviewees 
suggested that they can use some significant issues from sources of climate change 
to create various good stories and that the media have to report climate change 
news to the public:
‘There are a lot of things to report climate change issue, from disasters to 
energy consumption. Climate change issue is a good opportunity for the 
media. ’ (NR2, 2009)
‘There is no difficulty in finding some major stories each day; however, I 
realised that these stories are good so it does not matter what label they fall 
under. ’ (NR5, 2009)
At this stage, based on the analysis of the interviews, the responses were grouped 
and structured to identify the reasons why Thai journalists think climate change is 
important to report to the public: (1) public demand, (2) media organisations’ news 
policy and (3) journalists’ personal interest.
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6.1.1 Public Demand
Ratings and readership appeared to be a pressure for both journalists from television 
and newspapers in terms of reporting news. To succeed in attracting the largest 
audience, journalists must produce news that meets the expectations or demands of 
the news consumers (Hollifield et al., 2001 and Wakefield and Elliot, 2003). Likewise, 
Blasi (2004) explains that the public affects media’s choice of topics and its decisions 
about which topics are to be covered. In this research, public demand was identified 
as a key explanation for reporting climate change. Many participants said they would 
seek more climate change information and possibly run a story if the public demand 
the information:
‘Climate change impacts our country. It’s about people. They also want 
someone who can give more information to them. ’ (TR9, 2009)
The notion shows that Thai media also have to run a story in order to support the 
public demand.
Thus, journalists suggested that news content is constructed and shaped to a large 
extent by public demand. Some editors claimed that the most important part of their 
jobs is to understand what the public wants. For instance:
‘As an editor, I try to think of myself as an audience and guess what an 
audience want. ’ (NE3, 2009)
In addition, some journalists suggested that public interest in climate change stories 
may lead to increases in newspaper sales. Two reporters expressed their opinions 
about the public demand and newspaper sales:
‘Thai people are following climate change stories because it is noticeable 
issue and it has affected the fear of people. The media must keep up with the 
flow of climate change news because it supports sales. ’ (NR5, 2009)
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‘At present, people are more interested in climate change. We can increase 
sales if we report climate change stories. ’ (NR6, 2009)
As mentioned in Chapter Two, 80% of newspapers’ revenue comes from 
advertisement and 20% is from newspaper sales. Although revenue is mainly 
absorbed by advertisers, covering climate change stories can help to raise revenue 
due to increased public interest in this issue. Advertisement revenue is tied on the 
circulation, so more sales make more income from advertisers. However, it is 
questionable whether this actually happens in Thai context.
Journalists said the media must engage the public by capturing their attention and 
interest. To respond to public demand, the majority of participants agreed that the 
media played a key role in disseminating information about climate change:
‘There is some information which the public are interested, such as the 
UNFCCC at Copenhagen at the end of the year. It will be interesting to report 
the results of this conference. ’ (NR4, 2009)
‘As a reporter, the important role is to report climate change information to the 
public.’ (NR5, 2009)
Many of participants saw that the media reported the solutions to tackle the climate 
change problem:
‘Many people, especially in rural areas, do not know how to solve climate 
change problem, we have to inform them how to reduce climate change.’ 
(NR3, 2009)
Some interviewees suggested that the media play a main role in educating the 
public:
‘People often do not buy a newspaper to be educated, but education is a 
significant part of the media’s function. It is difficult to find the right angle but it 
is our job to educate them. ’ (NE1, 2009)
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Some participants mentioned that the media helped the government and 
environmental groups to report climate change campaigns for societal objectives:
‘People want new campaigns which encourage them to reduce climate 
change. In addition, many people forget campaigns easily and the 
government must promote previous effective campaigns continuously to build 
their awareness. ’ (TR2, 2009)
In their explanations of why they reported climate change, journalists often referred 
to the functions of the media. In Chapter Two, drawing on the works of Lasswell 
(1948, cited in Littlejohn, 1999 and McQuail, 2005), Wright (1960, cited in Littlejohn, 
1999 and McQuail, 2005) and Mendelsohn (1966, cited in McQuail, 2005 and 
Watson, 2008), five key media functions are often identified: surveillance (providing 
information), correlation (offering options for solving problems), transmission 
(educating the public), entertainment (entertaining the public) and mobilisation 
(campaigning for societal objectives). The important reason that Lasswell’s, Wright’s 
and Mendelsohn’s functions of the media are suitable in this research is that, 
although Lasswell’s, Wright’s and Mendelsohn’s functions of the media were created 
in 1948, 1960 and 1966 respectively, many international media scholars (Littlejohn, 
1999; McQuail, 2005 and Watson, 2008) and Thai media scholars (Supapong, 1992; 
Wannasiri, 2005 and Siriyuvasak, 2008) still accept and cite these functions in their 
work.
Some interlinked major functions were apparent in interviewees’ accounts. For 
example, the function of surveillance appeared in NR4 and NR5 accounts, the 
function of correlation showed in NR3 explanation, the function of transmission 
appeared in NE1 account and the function of mobilization in TR2 account (see page 
125). The most important function mentioned by Thai journalists was providing 
information. The findings support the results from Wannasiri (2005) who presents 
these functions of the media in the analysis of policy of environmental program on 
free television stations in Thailand and finds that Thai television stations pay more 
attention to providing environmental information than to the other functions.
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There are clear linkages between three functions of the media: to provide 
information, to offer options for solving problems and to educate the public. For 
example, the data indicate that some participants thought that education of the public 
was the same as explaining to them how to reduce climate change. In line with this, 
it showed that journalists saw education of the public in climate change issues and 
offering options for solving problems are interlinked. It can be concluded that the 
same content can be considered to serve same or different functions. It depends on 
the media’s own views or how each audience interpret the content. This point will be 
further expanded upon in Section 6.2.
With respect to the functions of the media, there are clear differences between 
reporters and editors. While the majority of reporters appreciated the functions of the 
media and indicated that these guided their reporting, editors were more critical and 
had different perceptions about functions of the media. For example, some editors 
claimed that reporters have to do their jobs as assigned by the editors. An editor 
from a television channel claimed that the functions of the media are duties of the 
journalists which should be fulfilled, but these functions are not always important in 
terms of news production process if the stories are not interesting:
‘Reporters have a duty to go out and find stories. The decisions (to choose
stories becoming news) depend on us. ’ (NE6, 2012)
This suggests that editors have a very significant influence on deciding which stories 
become news. It showed that reporters provided climate change stories because it 
was their duty. On the other hand, editors decided to publish the story only if it is 
good. This is in line with Shoemaker (1991) and McQuail (2005) who state that 
editors are the gatekeepers in news production process. This point will be further 
expanded upon in Section 6.2.
6.1.2 Media Organisations’ News Policy
Ideas about the media organisations’ news policy were also used to explain why 
climate change is important to report. It is well established that news policy is 
determined by the owners and the editors of each media organisation and it
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influences news coverage. It is clear that ownership has a key impact on the 
structure and culture of the newsroom because organisations hire journalists and 
make the rules (Shoemaker, 1991). Ownership may constrain the subjects reported 
by journalists. The media business plan is based on advertising and subscription 
revenues. The owners push for higher profits so editors are under high pressure to 
sell advertisement space and compete with the others in the media marketplace. 
Editors have a set of templates for how to choose their stories (Shoemaker and 
Reese, 1996 and Beder, 2004). From that perspective, the hierarchy of media 
organisations affects the construction of news in the newsroom. The findings also 
supported the previous research (Sotanasathien and Ploysirichon, 2008) showing 
that the hierarchy of Thai media organisations plays a role in establishing news.
As expected, news policy was echoed in the interviews. The interview data indicated 
that the media organisations’ news policy was set by the owners and their editors. 
Many editors explained that news policy has affected news selection in the 
newsroom. Each media organisation has its own distinct news policy. For instance, 
one tabloid newspaper editor showed that the newspaper is focused on public 
interest:
‘The news policy of our newspaper is to present the stories which are in the 
public interest and have an impact on our target readership. ' (NE3, 2009)
According to recent interview with an editor from another tabloid newspaper, the 
newspaper is also focused on public interest:
‘People are interested in political news, crime news and entertainment news. 
The owners (of the newspaper) need more profits from the sales. They always 
support these kinds of news. ' (NE2, 2012)
This links directly to the findings from the previous section that public interest has 
affected news policy and also has shaped news content of the media.
In addition, an editor from a tabloid newspaper explained that the main focus of their 
newspapers is human interest angles:
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‘The owners have to make profits from more circulation. They need us to 
cover more human interest news. ’ (NE1, 2009)
According to respondents’ account from tabloid newspapers, it can be explained that 
Thai public interest is focused on human interest angle. Human interest is the aspect 
of a media story that interests people because it describes the experiences or 
emotions of individuals. Thai tabloid newspapers mainly cover human interest stories 
because they are saleable to the public. This is consistent with an earlier study that 
show tabloid newspapers in other countries such as the United Kingdom (Kitzinger, 
2009), are also mainly focused on human interest angle because this angle is 
considered to be made personally relevant to audiences and provide a ‘news hook’ 
for stories to attract more readers. This point will be further expanded upon in 
Section 6.2.
On the other hand, some broadsheet newspaper participants stated that their 
newspapers have different main focuses from tabloid newspapers due to their own 
newspapers’ objective and policy:
‘Readers know from the name (of newspaper) (Krungthep Turakij or Bangkok 
business news) that we mainly focus on business news. The main contents 
provide business, finance, trade and investment news. ' (NE4, 2009)
As expected from newspaper participants’ accounts, there is a clear difference 
between Thai tabloid and broadsheet newspapers. Thai tabloid newspapers mainly 
emphasis human interest angles while Thai broadsheet newspapers are interested in 
particular news related to their own newspapers’ objective and policy. According to 
broadsheets’ samples in this research, Krungthep Turakij focuses on business news 
and Matichon focuses on political news.
In addition, according to television participants’ accounts, some television 
interviewees pointed out that their channels mainly give priority to news that public 
are interested:
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‘Rating from the viewers is important to make revenue from advertisers 
because we are a private company (under license from the government 
agency). Our news policy is to focus on what the public are interested such as 
entertainment news. ’ (TE2, 2009)
This can be seen from the fact that Thai media mainly give priority to news that 
public are more interested in (popular news), such as political news, crime news and 
entertainment news because these kinds of news will provide benefit to media
businesses by selling advertisement spaces and time.
However some television interviewees mentioned that their channels give priority to 
political issues due to government control:
‘Our channel is under the government agency. We are assigned to broadcast 
political news as priority. ’ (TE7, 2009)
It can be concluded from the television participants’ accounts that news policy is 
different depending on the companies’ operations. Thai television stations are owned 
by the government agencies; however, two stations are private with the
government’s license. The four channels which owned and operated by the
government agencies remain under the government’s control. News from these 
channels (such as NBT) mainly base on information from the government for 
creating good relations between the government and the public. On the other hand, 
the two channels (Channel 3 and Channel 7) which are operated as commercial 
stations by the public companies have to make revenue to manage their stations. 
These channels focus on news that public are interested in. From this perspective, 
the coverage of climate change from different channels should be varied and it will 
be explained below.
On the subject of environmental news policy, participants pointed out that not all 
media organisations have a primary or permanent policy to report environmental 
news. Only two newspapers and two television channels claimed that their media 
have a permanent policy to report environmental news. For instance, two broadsheet 
newspaper editors stated:
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'We offer two pages (page 8 and 9) called ‘quality of life’ which covers 
environmental and educational issues. We sometimes report climate change 
issues on page 32 (international news section) or other pages depending on 
how much space we can spare. Climate change is a part of environmental 
issues. Some impacts have affected Thailand. It is important to report these 
issues to the readers. ’ (NE4, 2009)
‘The newspaper often reports climate change news in environmental, science 
or international news section. There is one page offering environmental news 
which also covers climate change news regularly. ’ (NE6, 2009)
It is important to mention that environmental news reports in Thailand have a place 
on certain pages. Broadsheet newspapers have space dedicated to environmental 
issues while tabloid newspapers rarely have fixed pages for environmental news. An 
editor from a tabloid newspaper explained:
‘Climate change stories sometimes appear on page 2  which covers 
international news or page 7 which covers science and agriculture, however, 
some climate change stories are not selected due to the competition with the 
other interesting news. ’ (NE2, 2009)
The interview data show that the policy of tabloid newspapers is to focus on human 
interest stories which are more attractive to the public, which is in line with 
international studies (Kitzinger, 2009 and Nosty, 2009). The findings also support the 
Thai study of Salathong (2009) which examines the news content of climate change 
in three Thai newspapers and indicates that Thai broadsheet newspaper seemed to 
cover more climate change stories than Thai tabloid newspapers.
According to television channels’ accounts, two editors pointed out that their 
television channels normally dedicated time slot for environmental news:
‘We report environmental news everyday in evening news program named 
‘TV 360 This program provided extensive coverage of acute environmental
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issues such as disasters, weather, climate change and environmental 
problems. ’ (TE1, 2009)
W e broadcast a series on climate change (Three Dimensions News) every 
night. The series show the places under threats from climate change. It is to 
encourage the public to visit these places before climate crisis destroy them. 
The series also explain how the public sustained the places by their 
environmental participations. The series are sponsored by (a name of a 
corporation). ’ (TE2, 2009)
The interview data highlights that the two stations which regularly dedicated 
broadcast time to environmental news were commercial stations. There are two 
potential explanations for this: first, more demands from viewers may affect media’s 
programme as explained in Section 6.1.1. Second, it is possible that television 
programmes were sponsored by the advertisers. It appeared from the interviewee’ 
account that the advertisers use sponsorship as an indirect form of advertising to 
influence the content of the programmes. It is consistent with an earlier study (Beder, 
2004) which suggested that a commercial television is likely to get all income from 
the advertisers and does its best to produce a programme content to attract the 
viewers and to suit its advertisers. According to Beder (2004), many large companies 
tend to sponsor news programmes to run their green advertising campaigns.
On the other hand, some editors from other television channels mentioned that 
although climate change is an important issue, the channels did not have permanent 
policies to report it:
‘The policy of our channel was not clear about environmental news. There 
was no fixed proportion of the time in reporting climate change. ’ (TE4, 2009)
An editor from the same channel also stated that there was a change in reporting 
environmental news:
‘The channel would like to offer the time for environmental news; however, 
news must be useful and interesting to the audiences. ’ (TE3, 2012)
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This means that reporting environmental news tends to be more attractive to some 
channels owned by the government, but news content has to be constructed with 
newsworthiness. This point will be further expanded upon in Section 6.2.
In addition, it is important to mention that some interviewees explained that their 
news policies were flexible:
W e  try to report environmental news when we have extra slots. ' (TE8, 2009)
This suggests that environmental news is regarded as a secondary issue compared 
to other kinds of news, so the media disseminate environmental news when they 
have more air time (television channels) and space (newspapers). Chapman et al. 
(1997) explain that reporters and their editors tend to view environmental stories as 
peculiarly complex. This is often cited as a major reason why environmental stories 
are frequently sidelined in the battle for space and time. However, in fact, most 
media have limited time and space to cover all stories that reporters have written. 
This means that editors have to select important stories to report first. If editors do 
not think that climate change is important, it takes a backseat unless it is a crisis 
story. These findings suggest that climate change as a story presently lacks a sense 
of urgency (Moser and Dilling, 2004). This is also consistent with Shoemaker (1991) 
and McQuail (2005) who state that editors are the gatekeepers in news production 
process. This also echoes Wannasiri’s conclusion (2005) that some Thai television 
stations did not have environmental news policy. These television stations 
occasionally present environmental news and they mainly broadcast environmental 
news in short bulletins only.
The interview data show that environmental news including climate change tends to 
receive irregular coverage in Thai media. Environmental news rarely has a defined 
slot for coverage within the newspapers. Similarly, only a few television channels 
have fixed times for reporting environmental news and they also choose other types 
of news for priority reporting. It is consistent with earlier studies which suggest that 
environmental news including climate change suffers from not having regular time 
slot (Boykoff, 2005).
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6.1.3 Journalists’ Personal Interest
According to the interviews, personal interest was identified as another reason why 
journalists think it is important to report climate change. It emerged from the 
interview data presented in Chapter Five that many interviewees had not received 
any education on environment, correspondingly only a few claimed that they focused 
on climate change issue because of their personal interests. Three interviewees 
explained:
7 was interested in climate change when I started to be an environmental 
journalist in this television channel. I think climate change is real and it is 
reflected in my stories because of my personal interests of concern. ’ (NR5, 
2009)
7 am a person who is interested in climate change so my stories tend to 
come from an environmental perspective. ’ (TE6, 2009)
‘All environmental interests are essentially human interests. You cannot split 
them.’ (TE9, 2012)
As discussed earlier, journalists, who claimed they were personally interested in 
climate change, had attended some climate change workshops or conferences. This 
suggests that journalists who felt passionately about climate change were more likely 
to seek information on the subject; on the other hand, attending workshops or 
conferences made them more aware and interested in climate change.
A newspaper reporter also revealed that sometimes the story is based on a personal 
interest in specific area:
7 am particularly interested in energy so I try to report stories about energy. ’ 
(NR5, 2012)
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This demonstrates that climate change news coverage may reflect the interests of 
individual environmental journalists. The findings support the previous study (Nelkin, 
1994 and Shoemaker and Reese, 1996) showing that journalists tend to report news 
on subjects they like and their personal interests influence their work.
6.2 The Construction of Climate Change News
This section examines the research question -  ‘How is climate change news made, 
conceptualised and reported?’ Studies (Shoemaker and Reese, 1991 and Tu row, 
1992) on the construction of news or journalistic routine have found that journalists 
share basic conceptions of newsworthiness and definitions of what constitutes the 
news, such as impact, timeliness and proximity, regardless of the media for which 
they work. The findings will be demonstrated and discussed in terms of news 
production and news content. Firstly, news production is discussed to gain insights 
into how decisions are made in the newsroom. The gatekeeping concept is applied 
to analyse the news production process and news selection in Thai media. This 
research draws on previous studies on aspects of gatekeeping (White, 1950; 
Shoemaker, 1991 ; Beard and Olsen, 1999 and Dispensa and Brulle, 2003). This is 
followed by discussion of news content which explored how and why climate change 
stories become news. Newsworthiness is normally applied within each stage of the 
production process because it shows the aspects of stories which supposedly make 
the stories more likely to be chosen as news (Smith, 2005 and McNair, 2006).
6.2.1 News Production
The majority of participants in Thailand indicated that news production is an 
important process. It is critical for the journalists to have a clear understanding of the 
news production process and how it works. A newspaper editor explained a working 
routine:
‘We need to do all production process from collecting stories to publishing 
news in the newsroom. There are more details in the process such as 
selecting stories, editing stories, designing the pages and distributing the 
newspaper copies to the readers. It is hard and takes time. ’ (NE5, 2009)
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Some interviewees explained the relationship between editors and reporters in 
relation to the newsroom environment:
W e  have more than ten members in the team. We work as a team so the 
relationship between our team is very close’ (NE6, 2009)
Two television editors from different organisations also explained their working 
routines:
‘Each news editor assigns their reporters to write interesting stories every day. 
After that their stories are sent to the newsroom for editorial meeting. Each 
news editor will discuss which stories should be broadcasted in each news 
program. There is an executive news editor whose role is to determine which 
stories will broadcast each day. ’ (TE3, 2009)
W e  have editorial meetings twice a day: morning and evening. We 
sometimes have more news meetings if there are some significant events 
happening during the day. The whole production process takes place in the 
newsroom. Starting from gathering the stories from reporters, selecting the 
interesting stories, choosing the right time for broadcasting, editing some 
stories and broadcasting. ’ (TE6, 2009)
The above interviewees’ explanations of their working routines highlight that each 
news organisation has their own particular news production processes; however, all 
shared the stages of collecting stories from the reporters, selecting stories and 
reporting them as news. Hollifield et al. (2001) suggest that different companies 
operating within the same industry, such as media sector, would be expected to 
have similar working routines because of their shared market environment, 
technologies and product values. In addition, it can be concluded that media news 
production in Thailand is basically the same as elsewhere following a familiar 
process of collection, selection, production and distribution (Ericson et al., 1987; 
Shoemaker, 1991 and McQuail, 2005). This observation is in line with Holloway’s 
research (2009) on the production process in Thai print and electronic newspapers
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which explains how the story is selected, shaped, produced and transmitted. All 
activities are included in the production process which takes place in the newsroom.
Nearly all interviewees identified editors as the most significant influencing persons 
in the news production process. Selection and decision making by the editors in the 
newsroom can be defined as the process of gatekeeping (McQuail, 2005). 
Gatekeeping is described by Donohue et al. (1972 cited in Beard and Olsen, 1999, 
pp. 201 ) as ‘including all forms of information control that may arise in decisions 
about message encoding, such as selection, shaping, display, timing, withholding, or 
repletion of entire messages or message components’. In the same way, Shoemaker 
(1991, pp.1) defines gatekeeping as the process ‘by which billions of messages that 
are available in the world get cut down and transformed into the hundreds of 
messages that reach a given person on a given day’. Shoemaker (1991, pp.75) also 
suggests the characteristics of gatekeepers include items such as ‘likes and dislikes, 
ideas about the nature of his or her jobs, ways of thinking about a problem, preferred 
decision-making strategies, and values’. One of the editors explained that 
gatekeeping is important in the news selection process:
‘The news selection is very important process in our newspaper. We spend 
much time doing it. We have two editions to publish per day: today and the 
following day. In order to complete two editions, the deadline is between the 
afternoon and the evening. ’ (NE2, 2009)
The interview data demonstrates the pivotal position held by the editors who act as 
gatekeepers in the newsroom and perceive their role as determining news 
production. They have a wealth of potential stories to report. As Shoemaker (2006, 
pp. 109) explains, ‘the more power a person has, the more easily the person can 
select, shape, and otherwise determine what becomes news’.
Interviewees explained that the gatekeeping process often did not involve just one 
individual making a decision, but a group of editors from different news sections 
were involved in the process. As two editors explained:
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‘At this stage, each reporter sends the stories to the newsroom. We have an 
editorial meeting. Editors in each news section decide which news should be 
covered on the front page, which news should be inside and which news 
should be rejected. It is a tough decision between editors in each news 
section because they want their stories to be reported the public. However, 
they understand what people need to know at the moment. ’ (NE4, 2009)
‘Selection of stories mainly depends on news editor who is chosen to be a 
chief on each day. However, the other editors give the comments on what 
should be stories of the day and vote to choose more stories to broadcast. ’ 
(TE4, 2009)
The interview data indicates that there were often a group of news workers acting 
together in the newsroom. This is consistent with Berkowitz (1990, pp.66) who states 
that ‘decision making seemed to be a group process: content, therefore, was shaped 
by group-dynamics -  the gates were not controlled by just one person, or even by 
the same group of people on different days’, and with Herbert (2000, pp.63-64) who 
states that ... news selection, though, is a group activity. No one person actually 
exercises inordinate control over the news, because all the way back along the news 
chain the checks and balances of those involved work every successfully’.
However, it appears from the analysis of interviews that there were some concerns 
raised by editors. The interviews showed that there were some arguments between 
editors from different news sections in the newsroom when they were selecting 
stories. As one of the editors sometimes explained:
‘The head editor (of each day) mainly tries to select own stories to broadcast 
as a priority. I sometimes cannot accept it. I need to argue in the newsroom. ’ 
(TE4, 2009)
Another interviewee explained that she also struggled in the newsroom:
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7 always face some obstacles in the newsroom when we have an editorial 
meeting. Some editors from other sections do not understand how important 
climate change is and they ignore it. ’ (NE2, 2012)
It is important to note that the results indicate that the selection process was made 
by a group of editors from different sections who have distinct and conflicting 
priorities to get space or air time to report their daily news. There was newsroom 
pressure when an editor in chief for the particular day mainly chose the stories from 
his/her section to report to the public. An informed head of editors was allocated from 
each news section every day. Environmental stories such as climate change may go 
unnoticed and deselected by an informed head of editors in a newsroom. This is in 
line with Herbert (2000, pp. 63-64) who indicates ‘what is news to one journalist or 
editor is not news to another ... what is worth reporting to one editor may be of no 
interest to another’.
It also appears from the analysis of the interviews that there were some concerns 
raised by the reporters. The data indicated that many reporters were clear on the 
need for their editors to understand that climate change is an important story for the 
public; however, they explained that they had trouble convincing their editors of the 
importance of reporting environmental stories including climate change. Reporters 
often expressed frustration that climate change generally had not gained interest 
from the editors. They acknowledged that climate change was a continuing 
phenomenon rather than an important event in a specific moment in time so the story 
is somewhat outside the breaking news approach of most newsrooms. As two 
interviewees from the tabloid newspapers explained:
‘Environmental news is chopped the quickest in the newsroom and it is 
replaced by entertainment news. ’ (NR1, 2009)
‘Climate change is a significant event but it does not have a hook as obvious 
breaking news stories such as war news or political election. ’ (NR3, 2009)
These interview data highlight that the priority news of the tabloid newspapers is 
saleable news such as political and entertainment news. This is consistent with a
previous study (Beder, 2004) showing that environmental issues are poorly reported 
in news media due to the need to provide entertainment to attract audiences for 
advertisers.
Another concern raised by some reporters was that editors often did not support their 
efforts to report on climate change:
‘Where is the balance? There is something not quite right there. I write stories 
but they are rejected. What is going on here? I cannot convince editors. They 
give a reason that my stories are too serious. ’ (NR2, 2009)
7 try to convince editors but some editors think climate change is not an 
important issue at the moment. ’ (NR3, 2009)
These interview data highlight that many reporters always struggled with their editors 
when they tried to present climate change stories. Many reporters claimed that 
editors played a significant role in the selection of environmental news and 
constituted the main barrier to reporting climate change as many stories were 
rejected in the selection process. The data suggests that climate change stories 
struggle for space or air time when competing with more breaking news stories. This 
observation is in line with an earlier study (Ward, 2008) showing that environmental 
reporters struggle to get support from their editors and to get space for climate 
change stories in the daily news.
6.2.2 News Content
Many participants identified that news content was important for the editors to 
choose the stories to publish or broadcast. In order to be successful in a news 
production process, it is important to have newsworthiness in news content. Some 
reporters showed awareness of newsworthiness in the news content:
7 know what editors need me to write, more conflict, more significant... ' (NR5, 
2009)
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‘It is not only my stories in the newsroom but there are many breaking stories. 
I have to focus on newsworthy factors to make stories more interesting.’ 
(NR6, 2009)
This highlights that some stories about climate change are deemed more 
newsworthy than others, so they are more likely to be selected by the editors to 
report.
Many editors also agreed that they selected stories based on newsworthiness of the 
news content. However, a few editors raised concerns about the lack of 
newsworthiness from reporters’ stories:
‘They (reporters) cut and paste climate change information from sources and 
the story does not impact me. ’ (NE1, 2009)
‘What we are looking for is a story that is very interesting. It has potential to 
inspire and motivate readers to tackle climate change. It is hard to find it. ’ 
(NE2, 2009)
In their interviewees’ explanations of newsworthiness, these interview data indicate 
that climate change news was sometimes prevented from being published or 
broadcast in the media because of the poor quality of the material. There are two 
reasons why this might occur. First, it may be a difficult task for reporters to present 
technical facts as a simplified story, possibly because of their lack of environmental 
education as was shown earlier in Chapter Five. Second, due to the daily news 
making practice, the time limitation may impact reporters on their writing of the 
stories. The observation is consistent with earlier study (Beder, 2004) showing that 
reporters have to work to very tight deadlines and do not have more time to interview 
many sources and to investigate properly.
One newspaper editor also showed that the scientific aspects of climate change 
sometimes diminish its newsworthiness:
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‘Climate change involves technical and scientific facts. Reporters have to 
work through and make it simple but still attract the public. If not, the story will 
be ignored. ' (NR1, 2012)
This example also relate to an earlier explanation which shows that climate change 
is a complicated issue for journalists due to its technical and scientific aspects.
Journalists have to use various aspects of newsworthiness to make an interesting 
story to convince editors in the newsroom as well as to attract the public;
‘The stories which can be a good seller to the newsroom are some of these 
stories about interesting problems. If I want to write a story about climate 
change issue of some sort in Thailand, I would have to make a case either 
that it is a kind of problem that is happening in a variety of places. There is 
general concern or there is a unique human interest angle. This would have to 
be something unusual about it for me to sell. ’ (NE 1, 2012)
Several scholars (Wilkins, 1993; Trumbo, 1996; McComas and Shanahan, 1999, and 
Carvalho, 2005) explain that climate change story can be presented in many themes: 
causes, consequences, domestic events, international relations and policies. 
Journalists have to use various aspects of newsworthiness to make an interesting 
story to convince editors in the newsroom as well as to attract the public. 
Newsworthiness is found to be the most important criterion in pursuing or rejecting 
stories in both newspapers and television (Harmon, 1989 and Matthews, 2007). The 
literature identifies (as discussed in Chapter Two) several criteria of newsworthiness 
which impact news content. However, based on the findings, respondents have 
mixed perspectives on the newsworthiness of climate change news. The participants 
mentioned several newsworthy criteria that were important in the news content. 
From the interview analysis, drama, geographical proximity, significance, conflict and 
prominence were identified as being most important. These criteria also were 
interlinked with each other. The criteria are discussed below:
Firstly, drama was an aspect of newsworthiness referred to by the majority of 
participants. Interviewees identified that although the climate change issue is based
on scientific knowledge, they had to tell the story in dramatic or narrative terms. 
Drama is a criterion that generates public interest and is often sensational and 
emotive. As two participants explained:
‘We need to report climate change as an emotional story because people are 
involved in it ’ (NR1, 2009)
7 suggest the reporters to produce climate change story driven by dramatic 
aspect and novel narrative. ' (TE7, 2009)
This example shows that editors were interested in dramatic or sensational aspects 
of a story. A piece which has dramatic qualities is more likely to be selected. It is in 
line with several studies (Lowe and Morrison, 1984; Mazur and Lee, 1993; McComas 
and Shanahan, 1999 and Matthews, 2007) which indicate that dramatic criterion of 
environmental issues contributes to successful news items for the reason that 
dramatic descriptions build strong connection between the news issues and the 
audience. Dramatic media portrayals of climate change can capture the attention of 
the public (McComas and Shanahan, 1999 and Wilson, 1999).
Most of participants described how dramatic aspects often appeared in stories of 
major natural disasters such as severe flood. The aim of these stories is to build the 
public emotions such as sadness. As two editors stated:
‘Flooding is a major crisis in Thailand for a long time. It raises tragic memory 
with Thai people. We present the story when it happens. ’ (TE3, 2009)
‘Audience will fear climate change news because it will terrify them with 
severe disasters. ’ (TE6, 2009)
It is important to note that the interviews indicate that participants from television 
were found to be more likely to highlight the dramatic aspect of climate change story 
than participants from newspapers. The possible reason is that using visual aspects 
of the news story will help to maintain the audiences’ attention during the television 
programme. Ereaut and Segnit (2006) support that the reason for using visual
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aspects is to scare people into action where they have to do something about 
climate change. However, Beder (2004) argues that television is very good at 
providing emotion and drama; however, it avoids background information on news 
content and is poor at presenting in-depth information on complex issues. This can 
have the negative effect of lessening the importance of the actual facts associated 
with climate change (Wilson, 1999). Peer and Chestnut (1995) explore the 
relationship between television and newspaper news content in the United States 
and find that television reporters emphasise the sensational aspect of a story more 
than newspaper reporters. Tabloid newspapers, however, often present 
environmental stories in a sensational manner (Ozturk, 2010).
Secondly, the majority of interviewees suggested that geographic proximity was a 
key criterion of newsworthiness. Proximity refers to the geographical nearness of the 
event. If it happens nearby, it makes the story more newsworthy than it happens 
elsewhere. Interviewees stated that they focused on reporting climate change in 
Thailand more than anywhere else because the public care more about events that 
happen in the country. As three participants explained:
‘In Thailand, people faced climate change before. They knew that it was very 
serious problem. In that time, they were interested in our stories because they 
wanted to know how to deal with it. ’ (NE1, 2009)
‘In term of my own writing, I focus on what is important in Thailand. When the 
story is done, the editor will get the final proof and publish it in a newspaper. ’ 
(NR5, 2012)
‘You know we have so much that we need to address about climate change in 
our own country . . . w e  concentrate much more on our own issues because 
the reader will identify with it, rather than think about something which is far 
away from them. ’ (NE6, 2012)
The data shows that many participants mainly focused on climate change events 
happening in the country. There were two possible reasons: first, according to the 
interview analysis in Chapter Five, the most dominant source of climate change
information was local government officials who mainly focused on climate change in 
national and current situations. Second, national climate change story is much more 
intense to regional audience than the story from aboard. The story makes great 
meaning to the public when climate change issue relates to their daily lives. 
Journalists have to find ways to reporting local events in order to grow public 
concern. The results support the study of Shoemaker and Reese (1996, pp. 178) 
which indicates that ‘sources have a tremendous effect on mass media content. The 
results are similar to the findings of Singer’s study (2001) which point out that many 
international news organisations shift from global to local climate change issues 
because the local angle impacts the public individually. Additionally, it is interesting 
to show that sources of climate change information can shape the news content in 
Thai media. This is in line with the study of Sinaga (2011) showing that in the United 
States of America sources largely shape the framing of climate change in the news 
media. However, this is not always the case in other countries. For example, 
according to Ma (2008), international climate change situations seem to have 
exerted a strong impact on China’s printed media coverage because climate change 
is an international issue and has been deliberated by the international organisations.
Thirdly, significance was the criterion of newsworthiness mentioned by a large 
number of interviewees. They said that climate change story needs to affect a 
number of people to be newsworthy. They also stated that impacts of climate change 
allow fear-generating stories that attract public attention. Such stories normally 
involved property destruction on a large scale and loss of lives. As two reporters 
explained:
‘Climate change stories are mainly reported from the angle of a loss of people
lives and property from natural disasters. It is a significant story. ’ (NR4, 2009)
7 believe that impacts of climate change are very significant for the public.
They would like to know what happens. ’ (TR5, 2009)
These interview data show that the report of impacts of climate change was a 
significant aspect in news content. In addition, major disasters in the country can 
also become opportunities for Thai media to attract public attention. Tierney et al.
(2006) and Bennett et al. (2007) describe that a disaster story is not only focused by 
national news media, but it is also spotlighted by media around the world such as 
Asian Tsunami (2004) and Hurricane Katrina (2005).
Fourthly, conflict was identified by some interviewees as an important aspect of 
newsworthiness. Conflict undoubtedly made an exciting component of the news 
content. Interviewees thought that the public were interested in conflict. They 
emphasised that some kind of disagreement between two or more people made a 
newsworthy story. As one television reporter stated:
‘The story about people affected by flooding protesting against the 
government because of late compensation is good news. ’ (TR4, 2009)
This example shows that people affected by flooding play a significant emotional role 
where journalists associate conflict and drama. This suggests that these two criteria 
of newsworthiness are closely linked. It is in line with the study of Cans (1979) 
stating that conflict makes news more dramatic.
A television reporter discussed a conflict between two groups of organisations:
‘The story of NGOs which disagree with the government is worth to report 
because it shows the conflict between them. People would like to know.’ 
(NE2, 2012)
‘The argument between scientists and politicians is an interesting story. They 
always have different views. ’ (TR5, 2012)
The findings are in line with Brossard et al. (2004) who explain that the US press 
focus on conflicts between climate change defenders and climate change sceptics.
It is important to note that the participants indicated that national conflicts were of 
interest. The reason for this is probably that national conflicts attract more audiences 
because people prefer to know about the events happening in their locality. 
Coverage of national conflicts in climate change issues is extremely newsworthy
because the public have a need to be informed. This observation shows that 
dramatic conflicts related to climate change in Thailand are definitely newsworthy.
Finally, prominence was identified by some participants as a significant aspect of 
newsworthiness. Prominence can apply to anyone who is famous in the public on a 
national or international level such as celebrities, politicians, actors /  actresses and 
artists. Interviewees believed that the story became more newsworthy if well-known 
people are involved. In these cases, famous people also were the key voices within 
climate change stories because they provided a powerful news hook:
‘Apirak Kosayothin (a former Bangkok governor) is presented as an 
environmental icon in Thailand. People would like to know how he is fighting 
against environmental problems. ' (NE4, 2009)
Some participants recommended that international celebrities influenced their 
reporting:
W e see many Hollywood stars, such as Brad Pitt, Madonna and others, 
talking about climate change campaigns. It is a good thing so it is time for the 
media to use Thai celebrities taking part in climate change campaigns. ’ (TE1, 
2009)
From this example, the interviewee continued to inform that his organisation used 
Thai celebrities to increase awareness of climate change among the public:
W e are promoting a campaign by using actors and actresses to convey 
messages what they did to tackle climate change. ’ (TE1, 2009)
‘People love celebrities. The channel reports the news where these celebrities 
help affected people from flooding. ’ (TE5, 2012)
This suggests that celebrity attention makes climate change story potentially 
newsworthy. The reason for this is probably that Thai media uses celebrities as 
legitimate news actors to provide useful information to the public; at the same time,
celebrities can enhance their public image via the media. This observation is in line 
with Kellner (1990, pp. 113-114) who explains that ‘Professional codes ensure that 
what is considered important is that which is said and done by important people. And 
important people are people in power. Television news thus privileges holders of 
powei*. The studies of Boykoff and Goodman (2009) and Smith and Joffe (2009) find 
that there is a substantial increase in celebrity involvement in climate change issue in 
international news media such as Australia, the United States, Britain and Canada.
Additionally, recent interviews with participants also reveal that reports of climate 
change have acquired a new dimension which will generate substantial public 
interest. Some participants suggested that the focus of climate change news content 
has shifted from coverage of the scientific aspects of climate change that had 
characterised news content for many years to coverage concentrating on the political 
and social aspects of the issue:
‘When I started to work here 16 years ago, it seemed like if you were going to 
report climate change, you almost took information from scientists because 
climate change was new at that time. However, at the present, the science is 
fairly clear and the readers have understood a lot of things about it. Now I am 
trying to do new things about it. ’ (NR5, 2012)
‘We have reported climate change for a while. The overall tone of climate 
change coverage focuses on whether and why climate change is occurring or 
what impacts it has. The focus of climate change coverage shifts away from 
stories about these issues and probably toward stories about other issues 
which is facing society such as politics or social science. ’ (TE5, 2012)
These reflect that Thai journalists have started to report climate change news from 
different news angles. Climate change is a scientific issue but it relates to other 
issues such as politics, poverty, economics and social science. It is a new paradigm 
of climate change coverage which can potentially convince editors in a newsroom 
and attract more audiences. According to international studies (Wilkins, 1993 and 
McComas and Shanahan, 1999), climate change issue has been closely connected
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to politics in recent years. Wilkins (1993) indicates that more than 515 climate 
change stories in the US printed media were connected with specific political news.
6.2.3 A Content Analysis of Thai Newspaper Sample on an Aspect of Climate 
Change
The content analysis of relevant Thai news coverage on an aspect of climate change 
will support the presentation of the interview data in this chapter. As explained in 
Chapter Four, Matichon was chosen as a sample for a content analysis. The data 
from content analysis was collected in 2009 and 2012 by searching the key words 
‘global warming’ and ‘climate change’ in the database from Matichon’s library. It was 
found that the amount of climate change coverage in Matichon increased from 2009 
to 2012 (190 articles to 280 articles). It shows that Thai media have paid more 
attention in environmental news. This is in line with Boykoff (2010) who describes 
that media coverage of climate change in 2009 globally was five times greater than 
in 2000. This can be explained that trends of media coverage of climate change will 
be increased every year.
The following findings from content analysis examine the changes in gatekeeping 
function in newspaper samples by looking at news topic distribution and 
newsworthiness in climate change news. News topics and newsworthiness are used 
to support this study to explain the importance of content in emphasising climate 
change news in Thai media. News articles from Matichon were compared between 
2009 and 2012. The table below shows the quantities of news topics related to 
climate change issue in Matichon.
Table 6-1 : Numbers of Climate Change News for Each News Topic in Matichon
News Topics Numbers of News Stories (newspaper sample)
2009 2012
Science 48 29
Politics 13 52
Business/Economics 15 36
International 62 34
Education 20 25
Celebrity 6 32
Social Science/General News 26 72
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The Table shows the all news topics related to climate change that were published in 
Matichon in 2009 and 2012. The figures in the table present the top three news 
topics related to climate change that were emphasised in Matichon. It can be seen 
from the table that ‘international news’ was the most popular news topics published 
in 2009 and ‘scientific news’ and ‘general news’ were the second and third most 
popular news topics respectively. However, a change in Thai media’ climate change 
news coverage is apparent. The findings in 2012 show that ‘general news’, ‘politics’ 
and ‘economics’ were the most news topics related to climate change issue 
respectively. The results support the interview data explained in Section 6.2.2 that 
climate change coverage was changed to different news angles from scientific issue 
to other issues such as social science, politics and celebrity.
In addition, among the overall amount of climate change news in Matichon in 2009 
and 2012, the headlines or pictures on the front pages were less than 20. It can be 
suggested that environmental news coverage on the front page is difficult. For 
example, in 2009, there was a headline on a front page of Matichon that Totally 200 
Soft Coral Dead’. The climate change issues that received large amount of priority 
are the news about climate change’s domestic effects on the economy and society 
such as effects on soft coral in Andaman Sea. The story is presented as headline 
news with photo on the front page. This is supported by Billett (2009) that highlight 
that climate change news in developing countries (such as India) tends to revolve 
around national impacts. It is interesting to note that words such as ‘dead’, ‘drowning’ 
and ‘disappearing’ were parts of Matichon’s headlines and picture captions. This 
attempts to invoke fear and to draw public attention. Wilson (2000, pp. 201) finds that 
these words are not used carefully for scientific findings, ‘rather dramatic eye­
catching, entertaining stories that attract audiences but do little to enlighten them 
about the risks associated with climate change'. However, it can be criticised that 
there is nothing wrong with these headlines because that is a job of the journalists to 
attract the attention of the reader because news has to sell (Dixit, 2010).
Climate change stories are mainly inside the newspaper and are presented as 
scoops, comments about climate change from prominent figures or short news. The 
findings support the study of Salathong (2009) which explains the distribution of
climate change coverage in Thailand’s newspapers in 2007 that from 167 climate 
change articles in Thai rath, only 4 articles appeared on the front page, the others 
appeared in page 2 (international news), page 7 (science and agriculture), page 8 
(economic), page 15 (Bangkok), and page 19 (continued story from front pages and 
short news). Salathong (2009) goes on to explain that in 2007 Matichon presented 
305 climate change articles; only 22 articles appeared on the front page and the 
others belonged to other sections as quality of life or international news.
The following table shows the emphasis of newsworthiness in climate change news 
of Matichon.
Table 6-2: The Emphasis of Newsworthiness in Climate Change News of Matichon
Newsworthiness Numbers of News Stories (Newspaper sample)
2009 2012
Drama 40 71
Conflict 19 35
Prominence 14 32
Elite nation 49 30
Geographical proximity 26 44
Significance 23 40
Timeliness 5 7
Unexpectedness 4 4
Consonance 7 8
As explained in Chapter Two and Four, newsworthiness are categorised as drama, 
conflict, prominence, elite nation, geographical proximity, significance, timeliness, 
unexpectedness and consonance. From Table 6-2, in 2009 ‘elite nation’, ‘drama’ and 
‘geographical proximity’ were identified as being most important respectively; 
however, in 2012 ‘drama’, ‘geographical proximity’ and ‘significance’ were identified 
as being most important respectively. The results indicate the kinds of messages 
that are put through the news gates and then published in the newspaper samples, 
which reflect the processes of their news selection and news policy. This process is 
similar to the gatekeeping concept which sees newsworthiness as a factor that 
determines whether and how messages come to attention of reporters and their 
editors. A message which is more newsworthy is more likely to pass a news gate 
(Shoemaker and Vos, 2009). Drama was identified as a newsworthiness criterion
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that comes to the attention of media the most. This confirmed the interviews where 
the interviewees have stated that drama is an aspect of newsworthiness referred to 
by the majority of them.
In the case of Thailand, it can be discussed specifically that news content is 
important for Thai media to choose the stories to publish. In order to be successful in 
a news production process, it is significant to have newsworthiness in news content. 
Thai media selected climate change stories based on newsworthiness of the news 
content. The findings suggest that climate change coverage by the Thai media has 
steadily improved from 2009-2012. Thai reporters have become more active in 
seeking climate change stories for their reporting. Journalists have to use various 
aspects of newsworthiness to make an interesting climate change story to convince 
editors in the newsroom as well as to catch the attention of the public. From the data 
of interview and content analysis, it can be highlighted that the main focus of climate 
change news content has shifted from coverage of the scientific aspects of climate 
change that had characterised news content for many years to coverage
concentrating on the other aspects of the issue such as politics and social science.
6.3 Conclusion - The Role of the Media in Reporting Climate 
Change
The purpose of this chapter is to establish details from Thai journalists about climate 
change news in terms of selection, production and reporting, as well as
newsworthiness in the news content by analysing the interviews from selected Thai 
journalists.
The chapter began by discussing the reasons why journalists report climate change 
news. The information acquired from thirty journalists confirmed that there are three 
reasons: public demand, media organisations’ news policy and journalists’ personal 
interest. The data suggested that both reporters and editors agree that public
demand and their personal interest lead to an increasing number of reports on
climate change. Public demand was identified as the most important reason by the 
majority of interviewees because they produce news 1o succeed in attracting the
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largest audience as well as to raise revenue due to increasing public interest. As the 
result, news content is constructed and shaped by public demand. This seems not to 
have been the case; the data indicated that some tabloid reporters believed that 
editors did not prioritise the coverage of climate change. Issues such as politics, 
crime and entertainment attract media attention and are preferred by editors and 
advertisers because these issues are ‘sellable’. This is clearly reflected in the 
coverage of tabloid newspapers in this study that Thai tabloid newspapers is 
controlled by business interests that have no interest in climate change issue.
Further analysis showed differences in perceptions between reporters and editors. 
Reporters tend to provide explanations in terms of the functions of the media, while 
editors focus on the news policy. Reporters explained that the functions of the media 
refer to their duties to report climate change news; however, editors indicated that 
these functions are not always important in terms of news selection in a newsroom if 
the stories are not interesting. Editors explained that they and the media owners 
have a responsibility in establishing news policy.
Participants described that news policy influences news coverage of climate change 
in positive or negative ways. In a positive way, news policy in some media 
organisations supports reporting environmental news, with space or broadcast time 
dedicated to cover environmental issues. The findings suggested that broadsheet 
newspapers dedicate more space for environmental news and commercial television 
stations offer more broadcast time for environmental news.
On the other hand, Thai media organisations are dependent on advertisement 
revenues. The owners who are motivated by economic considerations such as 
advertisings cause editors working under high pressure to sell more advertisement 
space and compete with other media. Accordingly, the media, mainly tabloid 
newspapers, focus on human interest angle because this angle provides news hook 
for stories to attract more readers. In addition, the government’s political authority 
has domination over the media, mainly television stations. News from these stations 
is mainly based on information from the government for creating good relations 
between the government and the public. In essence, advertisement revenue causes 
economic pressure and the government’s control causes political pressure to media
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organisations. The impact of these pressures takes place in media’s news policy. 
Journalists also criticised either their companies or the government that news policy 
lowers the possibility of reporting environmental news.
Furthermore, the chapter evaluated how climate change news is made and reported 
in Thailand. The response of interviewees clearly demonstrated that each Thai news 
organisation has their own news production processes, but the working routines of 
both newspaper and television newsrooms followed a similar pattern. The findings 
also reinforced the significance of the role of newspapers and television editors in 
the gatekeeping process. Editors in the newsroom play the most important role in the 
news production process. Editors also have a responsibility in their decisions to 
represent public expectations and priorities regarding daily news. They have power 
to decide which stories become the news. Editors may edit the headlines and add 
more information that has not been included in the original to make the story more 
interesting; however, they have to follow news policy of their organisations. As a 
result, reporters mentioned that editors are a main barrier for them to report the 
climate change stories because many stories were rejected in the selection process.
The results from participants also showed that newsworthiness is the main factor in 
news contents for journalists to select stories to publish or broadcast. Stories that 
have more newsworthy aspects are likely to be selected in a newsroom. Many 
studies (Lowe and Morrison, 1984; Mazur and Lee, 1993; McComas and Shanahan, 
1999 and Matthews, 2007) categorise newsworthiness in various criteria; however, 
the interview data highlighted that only five main criteria of newsworthiness were 
mentioned by the participants: drama, proximity, significance, conflict and 
prominence. Journalists indicated that climate change stories which are considered 
newsworthy generally include two or more interlinked criteria. The interview data 
showed that climate change stories in Thai media are mainly reported as negative 
news. Journalists interpreted newsworthiness in terms of stories which have impacts 
on people’s lives on national level. It also reflected the fact that Thai media mainly 
narrated climate change story with dramatic considerations. News production is full 
of competing stories produced by journalists from different news desks who must 
consider not only newsworthiness in news content, but also what is saleable.
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Analysis indicated that the environment and climate change issues are not prioritised 
in many Thai newsrooms. Thai reporting of climate change is largely uncontroversial, 
the media mainly focus on events with national impacts (for instance, floods that 
affect Thai people), but not causes, responsibilities and global perspectives. The 
research found that reporters are interested in the subject but senior editors are still 
more interested in human interest agendas.
A change in Thai media of climate change news reporting is apparent. Some 
journalists understand that climate change is not narrowly environmental issues 
Climate change issue lends itself readily to some new key article schemas journalists 
seek telling a story about. Journalists display recognition of the potential to construct 
climate change with a new angle as a social and political story.
Significantly, the results of content analysis showed that the climate change 
coverage was changed to different news angles from scientific issues to other issues 
such as social sciences, politics and celebrity. The results also showed that drama, 
geographical proximity and significance were identified as newsworthiness criteria 
that come to the attention of media the most. Content analysis outcomes have 
supported the findings from participants’ interviews in terms of how important the 
news content and news selection are for Thai media. In order to be successful in a 
news production process, it is significant to have newsworthiness in news content. 
Consequently, this supports the argument of Thai researcher (Holloway, 2009) who 
has suggested that the news selection or gatekeeping process is still available and 
important in Thai media.
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Chapter Seven - Climate Change Information and the
Public
This chapter examines the exposure of Thai public to media information in terms of 
their understanding, awareness and behaviours for tackling the climate change. Data 
from a questionnaire administered to 1,831 Thai respondents are analysed. In this 
respect, the chapter addresses research questions outlined in Chapter One:
Research Question 5: What sources of information on climate change do the Thai 
public use?
Research Question 6: Are there socio-demographic differences in understanding, 
awareness and behaviours for tackling the climate change?
Research Question 7: Are public understanding, awareness and environmental 
behaviours towards climate change affected by the media accessed?
The chapter is divided into six sections: Section One gives explanations of the 
respondents’ profiles to better understand their background. Section Two presents 
sources of climate change information that respondent used and perceived. Section 
Three outlines general aspects of public understanding, awareness and behaviours 
for tackling climate change. Section Four explores whether climate change 
understanding, awareness and behaviours vary between media consumption 
pattern, i.e. preferred newspapers and television channels as well amount of media 
exposure. Section Five discusses and Section Six concludes the findings.
7.1 Respondents’ Profiles
1,831 Thai people from five provinces in the country took part in the survey; Table 7- 
1 provides a summary of the demographic characteristics of the participants.
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Table 7-1 : Socio-demographic Profile
Personal details Percentage
(n=1,831)
Gender
Male 40.3
Female 59.7
Age
18-25 years old 41.0
26-32 years old 25.7
33-40 years old 20.2
More than 40 years old 13.2
Educational level
Secondary school or lower 14.7
Certificate/diploma 17.5
Bachelor degree 60.7
Master degree or higher 7.2
Monthly income
Under 5,000 baht (< £100) 23.1
5,000-10,000 baht (£100.01 - £200) 31.3
10,001-15,000 baht (£200.01-£300) 20.6
15,001-20,000 baht (£300.01-£400) 9.6
More than 20,000 baht (> £400) 15.3
Occupation
Student 27.5
Government Officer 25.6
Own business/entrepreneur 14.1
Private business employee 25.5
Household 4.3
Gender, age, educational level, monthly income and occupation were recorded. The 
sampling strategy (see Chapter Four) produced a sample comprised mainly of 
students and government employees: 86.9% of respondents are aged under 40 with 
half of these being under 25. This sample is not representative of the Thai population 
as a whole because Thailand’s National Statistical Office (2011) reports that in 2009, 
only 59.3% of the Thai population were under 40, with the median age of the 
population being 33. In addition, almost 30% of the sample were students comparing 
to 22% in the population of Thailand (Thailand’s National Statistical Office, 2011).
The respondents were highly educated; 60.7% had undergraduate degrees. 
However, this may not be accurate as most students who took part in a survey and 
are studying undergraduate degrees misinterpreted the question and chose Bachelor 
degree for their already-attained educational level.
In summary, the surveyed participants in this study were overwhelmingly young and 
highly educated, but the sample is not really representative of the Thai population 
overall. This suggests that the analysis will produce indicative results for Thailand
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only, but is much more representative of the younger section of Thai society, which 
should be borne in mind in the subsequent analysis.
This section of the analysis focuses on three key socio-demographics: gender, age 
and educational level. To concatenate the data, each socio-demographics were split 
into two groups and re-coded in new variables. The pattern was based on the study 
of Miller et al (2007) who analyse the public understanding of carbon sequestration 
in Australia; as a result, the pattern demonstrates statistical comparison of the 
outcome variables across each group of respondents’ socio-demographics. The four 
key socio-demographics are discussed below:
1. Gender: male and female.
2. Age: A median split from Thailand’s National Statistical Office (2011) was 
used to categorise respondents into two age groups: 32 years and younger 
and 33 years and older.
3. Education: Respondents indicated their educational level, which was re-coded 
into secondary school (secondary school or lower and certificate/diploma) 
and a higher education (bachelor degree and master degree or higher).
7.2 Sources of Climate Change Information
This section investigates which sources respondents use to access climate change 
information, primarily to assess the assumption that respondents’ sources of 
information would relate to their understandings and position on climate change 
(Rayner and Rickert, 1988).
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Figure 7-1 : Sources of Climate Change Information
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The data indicates that respondents used a wide variety of sources of climate 
change information; however, most respondents have received climate change 
information through the media, particularly television (77.4%) and newspapers 
(48.1%).
Due to a large number of sources of climate change information, and to account for 
the possibility of patterns within the mix of information access -  some may use 
television and the internet in combination much more than, for example, others who 
are guided by celebrities, friends and family, a factor analysis was carried out to 
identify such possible groups of sources. The SPSS Factor analysis extracted four 
factors with Eigenvalue1 greater than one explaining 62.1% of the total variance in 
the data. The sum of the data variance is seen as an indicator for the overall quality 
of the factor analysis; the percentage of data variance for each individual factor is an 
indication of its relative importance. From fourteen variables to four factors, factor 
analysis was used to reduce the outputs into small number of factors while 
maintaining as much of the original information as possible, which helped data 
analysis. The factor loadings of each source of climate change information are 
shown in Table 7-2.
1 Eigenvalue is a concept in matrix theory, regarded as the variance of each factor which explains the 
measured items (Procter, 2008).
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Table 7-2: Sources for Climate Change Information - Factor Analysis
Source Component
1 2 3 4 Commonality
Leaflet 0.823 0.777
Poster 0.813 0.729
Magazine 0.602 0.633
Internet 0.578 0.530
Local activity 0.575 0.579
Environmental group 0.726 0.596
Government/politician 0.703 0.579
Teacher 0.702 0.559
Celebrity 0.557 0.397
Television 0.712 0.585
Newspaper 0.711 0.625
Radio 0.681 0.583
Friend 0.853 0.792
Family 0.797 0.729
Factor one explained 19.01% of the data variance, showing a strong relationship 
amongst leaflet, poster, magazine, internet and local activity as shown by higher 
factor loadings of these variables for factor one. Therefore, the first factor has been 
named printed media / specific media.
15.96% of the variance in the data was explained by factor two where environmental 
groups, government /  politician, teachers and celebrities were the dominant sources 
of information. As these variables are related to groups or people with important 
public roles, this factor was labelled lead figures.
Factor three explained 14.95% of the data variance was concerned with the mass 
media designed to distribute news to the public. The coefficients in Table 7-2 show 
that television, newspaper and radio are very dominant and of almost equal 
importance for factor three. This group was labelled mass media.
Factor four explained 12.18% of the variance in the data with friends and family 
being the main factors here, so this group was labelled social context.
A reliability analysis was then performed to check the internal consistency of each of 
the four groups of sources for climate change information mentioned earlier. The 
analysis resulted in alpha reliability scores of 0.81, 0.74, 0.68 and 0.67 for printed 
media / specific media, social context, lead figures and mass media
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respectively. The reliabilities for printed media /  specific media and social context
were good, while those for lead figures and mass media were sufficient (Procter,
2008), although it is expected that these scores are higher for the more important 
factors, and vice versa. Overall, there was a good internal consistency in each 
source group.
An independent sample t-test was then employed to identify significant differences in 
mean scores between two subgroups of each socio-demographics of the surveyed 
samples. The results of the study were as follows:
1. Gender: Women were more likely to receive climate change information from 
mass media (F = 0.04, t = -5.69, p = 0.00) and social context (F = 31.03, t = 
-2.96, p = 0.003), while men were more likely to receive climate change 
information from lead figures (F =  11.08, t = 2.30, p = 0.003).
2. Age: Respondents who were 32 years and younger relied more on climate 
change information from print media / specific media (F = 4.24, t = 5.58, p =
0.00), lead figures (F = 0.53, t = 2.85, p = 0.004) and mass media (F = 0.75, 
t = 4.03, p = 0.00) than respondents who were 33 years and older.
3. Educational level: Respondents who were higher educated relied more on 
print media / specific media (F = 9.36, t = -5.06, p = 0.00) and mass media 
(F = 3.00, t = -3.61, p = 0.00) than those with lower educational qualifications. 
On the other hand, those who had lower levels of educational achievement 
relied more on social context (F = 0.00, t = 6.50, p = 0.00) for climate change 
information than respondents who were higher educated.
In conclusion, young, educated women tend to rely on mass media for climate 
change information.
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7.3 Socio-demographic Characteristics and Public 
Understanding, Awareness and Behaviours for Tackling 
Climate Change
The issue of socio-demographic variations in perceptions of climate change is 
significant, as specific sub-groups of the public may have different understandings, 
awareness and behaviours for tackling climate change (Miller et al, 2007). In fact, 
such understandings are potentially related to how and what kinds of climate change 
news are consumed by different groups. Moreover, key socio-demographic 
differences in gender, age and level of education might shape understandings, 
awareness and behaviours for tackling climate change.
7.3.1 Public Understanding of Climate Change
The analysis of public understanding of climate change is influenced by the previous 
studies (Sundblad et al., 2009 and Ward, 2009) mentioned in Section 5.2 (journalists’ 
understandings of climate change) and examines five key themes: terminology, 
perceived causes, perceived impacts, solutions to climate change and sources of 
climate change information. Only three key themes, terminology, perceived causes 
and perceived impacts, are grouped as public understandings of climate change in 
this section. Sources of climate change information are already explored in detail in 
Section 7.2; perceived solutions to climate change will be analysed in relation to 
environmental behaviours to tackle climate change in Section 7.3.3.
Independent sample t-test was employed to identify significant difference in mean 
scores between respondents’ socio-demographics in their understandings of climate 
change (terminology, perceived causes and perceived impacts). The data indicated 
that:
1. Gender correlated with understandings of climate change where women (F =
0.36, t = -3.30, p = 0.001) understand climate change more than men.
2. Educational level of respondents correlated with their understandings of 
climate change. Respondents with higher education (F = 24.71, t = -8.54, p =
0.00) understand climate change more than those with lower education.
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However, it is important to explore three key themes, terminology, perceived causes 
and perceived impacts, in details. The findings are discussed below.
Terminologies Related to Climate Change
Respondents were asked ‘do you know about the terms of ‘climate change’, ‘global 
warming’ and ‘greenhouse effect’?’. The terms were familiar to all respondents. All 
respondents had heard of ‘global warming’, 96.9% knew of ‘climate change’ and 
89.1% knew the term ‘greenhouse effect’. The vast majority were familiar with all 
three.
Respondents were asked ‘is the world’s climate changing’ to evaluate their attitude in 
the certainty of climate change on a 5-point Likert scale. 84.8% of respondents 
agreed (of which 43.1%  strongly) that the world’s climate is changing, with 10.6%  
were neutral and only 4.6% of respondents disagreeing. Given these very high 
percentages, there was no differentiation between socio-demographic groups.
Perceived Causes of Climate Change
Respondents were asked on whether human activities or natural changes were 
‘most to blame’ for climate change. Half of respondents (52%) thought that climate 
change was solely due to human activities. 44.2%  of respondents thought it is 
caused by a combination of human activities and natural processes. 2.3%  of 
respondents had no opinion about it and only 1.5% considered climate change to be 
caused mainly by natural processes.
Eight potential causes of climate change were listed to ascertain respondents’ 
knowledge on a 5-point Likert scale. Most identified deforestation (93.1%), vehicle 
emissions (92.2%) and industry pollution (88.6%) as the three main causes of 
climate change. This is interesting as respondents associated climate change with 
cutting down trees, which is a significant issue in its own right in Thailand. The 
transportation sector is one of the largest sources of CO2 in Thailand and industrial 
activities are also a large contributor to emissions. By and large, respondents
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identified the three main man-made causes of climate change, although some 
confusion about causes of climate change was still apparent: only 68.8% thinking 
that using aerosol cans caused climate change.
Independent sample t-test was employed to identify significant difference in mean 
scores between respondents’ socio-demographic characteristics in their 
understandings of perceived causes of climate change. The results showed:
1. Gender correlated with their understandings of perceived causes of climate 
change. Women (F = 0.24, t = -3.14, p = 0.002) identified more causes of 
climate change than men. They were also significantly more likely to 
recognise emissions from vehicles (93.4% versus 90.2%), air pollution (91.5%  
versus 84.4%) and using aerosol cans (74.4% versus 60.4%) as causes of 
climate change than men.
2. Respondents with higher education (F = 25.58, t = -8.48, p = 0.00) identified 
more causes of climate change than those with lower education. They were 
significantly more likely to recognise deforestation (95.5% versus 88.5%), 
emissions from vehicles (96.1% versus 87%), industry pollution (90.2%  
versus 73.2%), greenhouse gases (88.8% versus 69.2%), air pollution (92.8%  
versus 85.5%), burning fossil fuels for energy (86% versus 79.9%) and 
aerosol cans (77.1% versus 57.6%) as causes of climate change than those 
with lower qualifications. Given the very high percentages overall, it is difficult 
to separate the multicollinerarity here where it could be that women who have 
higher educational levels as well respond differently to men, or that better 
educated respondents (who are also more likely to be women) respond 
differently.
Perceived Impacts of Climate Change
Respondents were asked to rate on a 5-point Likert scale how concerned they were 
about climate change impacts in Thailand. Most (89.4%) were worried with 37.8%  
strongly worried and 7.8% were neutral. Only 2.9% said that they did not worry about 
the impacts of climate change.
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Nine potential impacts of climate change were offered to ascertain respondents’ 
knowledge. The respondents had to rate (on a five-point Likert scale) their 
knowledge of impacts of climate change: 91.1% of respondents indentified prolonged 
droughts /  floods. The second and third most frequently identified impact was 
changes in local weather (88.8%) and hotter days /  heat waves (87.5%). 
Respondents also ranked melting ice caps (87%), damage to coastal ecosystems 
(84.1%), damage to crops (83.3%), more severe tropical storms (82.8%), serious 
illness in humans (81.8%) and increase in sea levels (79.7%), respectively.
Independent sample t-test was employed to identify significant difference in mean 
scores between respondents’ socio-demographics in their understandings of 
perceived impacts of climate change. The data showed that:
1. Gender correlated with their understandings of perceived impacts of climate 
change with women identified more impacts of climate change than men (F =
0.006, t = -3.10, p = 0.003). Women were also more likely than men to 
recognise impacts of climate change in terms of prolonged droughts and 
floods (92.6% versus 88.9%), hotter days and heat waves (88.6% versus 
85.9%), damage to coastal ecosystems (87% versus 79.8%) and more severe 
tropical storms (85.6% versus 78.7%).
2. Educational level correlated with their understandings of perceived impacts of 
climate change. Respondents with higher education (F = 10.27, t = -6.17, p =
0.00) identified more impacts of climate change than those with lower 
education. Respondents with higher education were also more likely to state 
prolonged droughts and floods (96.9% versus 86.2%), hotter days and heat 
waves (90.1% versus 81.8%), change in local weather (93.9% versus 84.4%), 
melting ice caps (89.6% versus 81%), damage to coastal ecosystems (87.7%  
versus 74%), more severe tropical storms (85.9% versus 76.7%), increase in 
sea levels (81.8% versus 72.5%), serious illness in humans (81.7% versus 
77.8%) and damage to crops (84.6% versus 77.2%) as potential impacts. Like 
with the perceived causes of climate change, the percentages were 
sufficiently high to prevent an analysis whether it is gender or educational
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level that underpinned this result. In addition, the response category 
‘educational level’ is not very certain to be accurate (see above).
7.3.2 Public Awareness of Climate Change
Respondents were then asked to rate on a 5-point Likert scale their awareness of 
climate change by presenting them with general statements (in italics below) 
detailing facts and solutions related to climate change.
94.2% of respondents strongly agreed that humans are severely abusing the 
environment and 93.1% also strongly agreed that when humans interfere with 
nature, it often produces disastrous consequences. 90.7% agreed that it is 
necessary to participate in environmentally friendly activities. 88.3% agreed that it 
was worth doing things that help to solve climate change if others do the same. 
87.8% agreed that if the government does more to tackle climate change, they 
would do more too. 87.1% agreed that the earth has limited space and resources. 
86.5% agreed that they sometimes feel guilty about doing things that harm the 
environment. 82%  agreed that climate change is under control and it is not too late 
to do something about it. 78.3% agreed that their behaviours and everyday lifestyles 
contribute to climate change.
These would seem to suggest considerable agreement with the ideas that humans 
cause climate change, that it is a serious environmental problem and that something 
can be done to address it. In addition, respondents seem willing to take actions to 
tackle climate change, if others else and the government do the same.
Independent sample t-test was employed to identify significant difference in mean 
scores between respondents’ socio-demographic characteristics in their awareness 
of climate change. The data indicated that:
1. Gender of respondents correlated with their awareness of climate change. 
Women (F = 13.23, t = -4.64, p = 0.00) are concerned about climate change 
more than men.
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2. Educational level of respondents correlated with their awareness of climate 
change. Respondents with higher education (F = 9.05, t = -4.06, p = 0.00) are 
concerned about climate change more than those with lower education.
7.3.3 Behaviours for Tackling Climate Change
Respondents were asked to rate on a five-point scale from ‘never’ to ‘all of the time’ 
how often they did various actions with the most popular action was installing energy 
saving light bulbs (62.7%), followed by buying energy-efficient appliances (60.4%), 
setting air-conditioner at 25°C (59.5%) and using less gas and electricity at home 
(52.8%). These option preferences showed that behaviours related to the idea of 
energy conservation at home were the most popular among respondents. Half of 
respondents (56.8%) said that they recycle (54.7%), grow more trees (53.2%), re­
use and repair items (46.6%), reduce their food waste (45.4%), use canvas bags 
(43.7%) and avoid using aerosol cans (42.5%). Regarding transportation choices, 
53.9% of respondents indicated using public transportation and 52.7% -  using 
private cars less. The least action mentioned by only one fifths of all respondents 
(21%) was using carbon label products.
Independent sample t-test was employed to identify significant difference in mean 
scores between respondents’ socio-demographics in their behaviours for tackling 
climate change. The data indicated that:
1. Gender correlated with their environmental behaviour: women (F = 3.84, t = - 
6.16, p = 0.00) did more actions to mitigate climate change. Women were 
more likely to do actions to tackle climate change: installing energy saving 
light bulbs (65.1% versus 59.3%), recycling (60.6% versus 51.2%), using 
private cars less (56.4% versus 47.1%), using public transportation (59.2%  
versus 46.1%), using less gas and electricity at home (58.8% versus 44.4%), 
re-using and repairing items (48.8% versus 43.3%), reducing food waste 
(49.5% versus 39.1%), using canvas bags (48.0% versus 37.3%) and 
avoiding using aerosol cans (46.4% versus 36.8%).
2. Age also differentiated activities: respondents who were 33 years and older (F 
= 1.21, t = -2.04, p = 0.04) did more actions to mitigate climate change.
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Respondents who were 33 years and older were more likely to install energy 
saving light bulbs (67.2% versus 60.3%), use less gas and electricity at home 
(60.2% versus 45.9%), reduce food waste (53.9% versus 42.8%) and use 
canvas bags (49.4% versus 42.7%).
3. Educational level of respondents correlated with their behaviours of climate 
change: More educated respondents (F = 0.90, t = -5.90, p = 0.00) did actions 
to mitigate climate change. They were more likely to install energy saving light 
bulbs (74.8% versus 50.9%), buy energy-efficient appliances (71.8% versus 
48.7%), set air-conditioner at 25 °C (74.8% versus 37.9%), reduce food waste 
(56.5% versus 42.4%), use canvas bags (54.2% versus 35.7%), avoid using 
aerosol cans (47.2% versus 30.9%) and use carbon label products (25.2%  
versus 16.4%).
Additionally, in order to measure attribution of responsibilities for climate change, 
respondents were presented with seven options and asked to rate how much 
responsibility each of listed individuals and groups should have for doing something 
about climate change. The data showed that respondents agreed that all groups 
were responsible for taking action on climate change. More than 9 in 10 respondents 
thought that themselves (93.8%), people in their community (93.5%), academic 
institution (93.1%), the government (92.2%), their family (92%) and business entities 
(91.1%) were perceived as being Very responsible’. The group believed to have the 
least responsibility for taking action on climate change was environmental groups 
(82.5%).
In addition, the key findings highlight that:
1. Better educated women showed higher levels of understanding and 
awareness of climate change.
2. Women aged 33 years and older with higher education were associated with 
more actions for tackling climate change.
3. Respondents’ understandings of climate change positively correlated with 
awareness of climate change (r = 0.537) and behaviours for tackling climate 
change (r = 0.252).
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4. Respondents’ awareness of climate change positively correlated with 
behaviours for tackling climate change (r = 0.292).
7.4 Media Exposure and Public Understanding, Awareness and 
Behaviours for Tackling Climate Change
Based on the literature, this research expected television and newspapers to be the 
main sources of information about climate change and that patterns of mass media 
consumption would be related to public understanding and awareness of climate 
change. A gap between respondents’ level of understanding and awareness of 
climate change and their environmental behaviours was also anticipated.
The study asked respondents which, if any, television channels they regularly watch 
and which daily newspapers, if any, they regularly read. More than 9 in 10 
respondents are media consumers with more respondents watch television than 
read newspapers.
Nearly all (99.5%) are television viewers, half (52.5%) do so every day and 34.4%  of 
respondents have spend 1-2 hour per day on watching television. Television viewers 
tend to be more women (59.3%), with higher education (67.3%) and 32 years and 
younger (66.1%). The two most watched television channels were Channel 7 
(mentioned by 28.3%) and Channel 3 (26.9%). The others were Channel 9 (17.1%), 
Channel 5 (14.3%), NBT (6.9%) and TPBS (6.5%), respectively.
Nearly all (94.9%) respondents are newspaper readers as well: nearly half (43.7%) 
read newspapers 1-2 days per week with 72%  spend less than 1 hour per day on 
reading newspapers. Among newspaper readers, there are more women (57.1%), 
those with higher education (64.1%) and more are aged 32 years and younger 
(62.9%). The three most popular newspapers were Thairath (mentioned by 37.9%  of 
respondents), Daily News (28.6%) and Matichon (11.9%).
It is important to note that the higher proportions of media consumers (television 
viewers and newspaper readers) in this study have the same socio-demographics
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(women, higher education and aged 32 years and younger). It is not clear whether 
the higher education levels are linked to income and social status which suggests 
higher access to television in these groups or not, but it is a likely explanation.
In addition, respondents were asked to select one of climate change topics which 
they would like the media to focus on. The most popular response was information 
about how to mitigate climate change (41.6%), followed by impacts of climate 
change (21.5%), causes of climate change (20.3%) and the current situation of 
climate change (16.6%) respectively.
This section further explores whether understanding, awareness and behaviours 
towards tackling climate change vary in relation to media consumption patterns. 
Media exposure was measured by the frequency of respondents’ exposure to 
newspaper and television even though intensity of use across the diversity of 
respondents was very high. Correlation and regression analysis were employed with 
the results that media exposure had no correlation with respondents’ understandings 
and awareness of climate change, but watching television correlated with behaviours 
for tackling climate change at the low level2 (r = 0.085).
7.5 Discussion
Regardless of socio-demographic characteristics, most respondents were found to 
use a wide variety of sources of climate change information. Mass media are the 
major source, but a small proportion of respondents used other sources such as 
social context, lead figures and printed media /  specific media as their sources of 
information. Men relied on lead figures and respondents with lower levels of 
educational achievement relied more on social context.
The public can assess information exposed to them and select favourable items 
while ignoring unfavourable subjects. This data, however, also suggest that this 
selection of information is not only to differentiate between kinds of information, but 
also about different sources of information. This suggests that respondents’
2 If correlation coefficient ‘r’ is close to 0, it means there is no relation between variables (Procter, 
2008).
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understanding of climate change is not only shaped by what they access, but also 
how.
The survey analysis indicates that almost all respondents are media consumers, 
both of television and newspapers even if some respondents pointed out that they 
did not read newspapers. The findings are consistent with Thai studies (Jitsopa, 
1991; Chantanasmit, 2003; Chokriensukchai and Tamang, 2010 and Pongsophon et 
al., 2010) and several international studies (Nelkin, 1987; Wilson, 1995; Gonzalez 
and Silveira, 1997; Stamm et al., 2000; Sudarmadi et al., 2001; Corbett and Durfee, 
2004; Sampei and Aoyagi-Usui, 2009 and Ward, 2009) which indicate that the public 
use the media, particularly television, as the primary sources of environmental 
information.
With regard to Thai television channels, respondents ranked Channel 7 and Channel 
3 as the most watched television channels respectively. This result is in the line with 
an earlier Thai survey which showed that Channel 3 and Channel 7 were the most 
watched televisions in Thailand (Wongrujira, 2008). It is interesting to note that both 
channels are privately-run commercial stations and neither receives financial support 
from the government relying instead on income from commercial advertisements 
(Sotanasathien and Ploysirichon, 2008).
With regard to Thai newspapers, the three most popular newspapers mentioned by 
respondents were Thairath, Daily News, which are categorised as ‘tabloids’, and 
Matichon, which is categorised as ‘broadsheet’. Hollyway (2009) explains that 
Thairath and Daily News mainly focus on reporting human interest and 
entertainment, while Matichon mainly focuses on reporting politics. The targeted 
audience of tabloids are wider than broadsheets (Hollyway, 2009). The result is also 
consistent with Sotanasathien and Sabsandee (2008), which indicates that Thairath 
(around 1.2 million) and Daily News (around 900,000) are the two highest national 
mass market newspapers in terms of their circulation in Thailand, compared to 
Matichon (around 600,000).
The analysis of the quantitative data indicates that the higher proportions of media 
consumers (television viewers and newspaper readers) are women, those with
higher education and those aged 32 years and younger. This observation is 
consistent with an earlier study from Thailand’s National Statistical Office (2008) 
carried out in Thailand in 2008 which analyses how news was accessed from the 
media by various socio-demographics and found that women rely more on mass 
media than men; people who were highly educated relied more on mass media than 
people with lower educational qualifications; and younger people relied more on the 
mass media than older people.
In relation to the climate change terminology, the vast majority were familiar with all 
three terms related to climate change (global warming, climate change and green 
house effect); however, the term ‘global warming’ was somewhat more familiar. The 
possible reason is in Thai, the direct translation of global warming, ‘Lok Ron’, means 
‘the rising of the earth’s temperature’. This is consistent with a previous study in 
Thailand that suggests that global warming is a more familiar term to the Thai public 
than climate change or greenhouse effect (Salathong, 2009).
Dunlap (1998) indicated that people had held a limited understanding of the 
anthropogenic contributions to climate change; however, the more recent study of 
Spence et al. (2010), covering a British survey, argues that the public recognise that 
humans are partially responsible for climate change. Here, a widespread 
understanding that climate change is happening can be shown with nearly half of 
Thai respondents believe that climate is changing mostly due to human activity. This 
study supports Spence et al. (2010) and other studies (Hargreaves et al, 2003 and 
Whitmarsh, 2005) containing similarly findings that the majority of the public 
identifies human causes for climate change.
In addition, the data reveals the way in which respondents understand the impact of 
human activities on climate change. Respondents identified deforestation as a main 
cause of climate change. This results is in line with Brechin (2003) who conducts a 
survey in 1999 and 2001 in twenty seven countries and identifies deforestation as 
central to the public understanding of main causes of climate change
The data also indicates that most respondents focus on local impacts rather than on 
global consequences, which tallies with a previous study by Lorenzoni et al. (2006),
who conducted national surveys in the United States and the Great Britain where 
respondents’ understandings of the impacts of climate change has tend to focus on 
its immediate physical impacts (prolonged droughts /  floods, changes in local 
weather, hotter days /  heat waves) rather than human health impacts (serious illness 
in humans). It is unclear at this stage, and somewhat outside the scope of this 
project, to figure out whether this is because of the way news stories are being 
produced (as a local context would make a story more interesting and thus more 
likely to be published), or whether this is due to greater levels of personal concerns 
generally when it comes to local impacts of climate change.
Most respondents were aware of climate change and its humans-induced origins. 
They realised that environmental issues were related to climate change, which is 
similar to a study from the U.S. (Leiserowitz, 2003) which indicates that large 
majority of the public is aware of climate change. It is also replicated in many public 
opinion polls globally. Based on results presented in Section 7.3.1., showing that 
most respondents mentioned humans mainly contributing to climate change, it can 
be concluded that respondents’ understandings of climate change positively 
correlated with their awareness of climate change. It is in line with Pidgeon (2010), 
who indicates that awareness towards climate change is influenced by public 
understanding of broader environmental issues.
Only half of respondents identified that energy conservation behaviours, such as 
using energy saving light bulbs, buying energy-efficient appliances, setting air- 
conditioner at 25°C and using less gas and electricity at home, are their individual 
activities to tackle climate change at the moderate level; however, some activities, 
such as using carbon label products, were taken at considerably lower level. 
Consistent with these results, Whitmarsh (2005) finds that the majority of 
respondents in the south of England claim that their energy conservation behaviours 
(turning off lights and buying energy-efficient light bulbs) are environmental actions 
which in fact are aimed to save money.
This indicates that most participants have higher levels of awareness of climate 
change, but they do fewer actions to tackle climate change, so it can be concluded 
that awareness of climate change positively correlated with behaviours for tackling
climate change at the low level. This also supports other studies (Stern et al., 1993 
and Poortinga et al., 2006), which indicate that the public are at least aware that 
climate change is a risk, although they are not necessarily motivated to take actions.
In addition, respondents strongly felt that everyone in the country, especially 
themselves, should be responsible for tackling climate change. It is interesting to 
note that public perceptions of climate change are related to moral concerns, such 
as social justice (Darier and Schule, 1999). Bingham (2007) also suggests that most 
people have an inner moral compass: if they believe that they are responsible for 
climate change then they are more likely to think that it is up to them to mitigate it.
Specifically, this study indicates that 93.8%, 92.2% and 91.1% of Thai respondents 
thought that they, the government and businesses respectively have the main 
responsibilities for taking action on climate change. The results from this study are 
different from the survey conducted in Britain in 2010 (Spence et al., 2010) showing 
that only 10% of respondents thought that they have the main responsibilities for 
taking action on climate change while primary responsibility is overwhelming to 
national government and businesses. This can be interpreted that people in 
industrialised countries try to displace responsibility for major action onto others 
rather than to themselves as individuals, while people in developing countries see 
responsibility for tackling climate change to lie primarily at all groups. This is 
supported by previous study (Brechin, 2008) which indicates that people are all 
affected by climate change but not equally. People in developing countries realise 
that they are already affected by climate change and try to tackle the problem, while 
people in developed countries still consider climate change is abstract and distant 
from their daily lives. In addition, this represents a good opportunity with current Thai 
strategy that aims to raise awareness and to promote public participation for tackling 
climate change.
The study also focuses on respondents’ differences in socio-demographic 
characteristics (gender, age and level of education) and their understandings, 
awareness and behaviours for tackling climate change.
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With regard to gender, the results highlight that women were more likely than men to 
build their understanding, awareness and behaviours for tackling climate change. 
The results are similar to previous studies of Stern et al. (1993) and Burger et al. 
(2000) which reveal that women generally rate environmental concerns greater than 
males. Women have also higher levels of concern specifically in climate change 
(Hirsh, 2010 and McCright, 2010) and rely on climate change information in terms of 
causes and impacts more than men (Bord et al., 1998; O ’Connor et al., 1999 and 
Barkan, 2004). Lynn and Longhi (2011) indicate that women were more likely than 
men to take actions to mitigate climate change.
With regard to age, the results highlight that respondents 33 years and older did 
actions to mitigate climate change. The findings are consistent with a previous study, 
with Whitmarch (2005) finding that older respondents are the group most likely to 
take environmental actions such as using less gas and electricity at home.
With regard to education levels, the results highlight that respondents with higher 
education were more likely to build their understanding, awareness and behaviours 
for tackling climate change. The results are similar to previous studies, with Miller et 
al (2007) who explore the public understanding of carbon sequestration in Australia 
and find that the public with a higher education are more aware of the greenhouse 
gas and supportive of carbon capture and storage. Sudarmadi et al. (2001) also 
show that the educational levels of Indonesian people impact their understanding 
and awareness of environmental issues. Semenza et al. (2008) survey in the United 
States also finds that respondents with higher level of education are more likely to 
change behaviours related to climate change.
It can be concluded that in Thailand socio-demographic characteristics, such as 
gender and level of education, are suitable variables to describe and to some extent 
explain understandings, awareness and environmental behaviour related to climate 
change. This is in line with many studies in other countries such as the United States 
(Kellstedt et al. 2008 and McCright, 2010) and France (Raude and Setbon, 2009) 
which indicate that gender and level of education correlate with environmental 
understandings, awareness and behaviours.
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Additionally, the study also examines the exposure of the public to media information 
related to their understanding, awareness and behaviours for tackling climate 
change. This research expects television and newspapers to be the main sources of 
information about climate change and that patterns of mass media consumption 
would be related to public understanding, awareness and behaviours for tackling 
climate change. However, the data indicated that media exposure had no correlation 
with respondents’ understandings and awareness of climate change. Only watching 
television is related to behaviours for tackling climate change with a very low 
correlation (r = 0.085). However, this correlation coefficient is very close to 0, which 
means that there is nearly no relation between these variables. Given the particular 
bias such the media have (in terms of how news is ‘packaged’ to fit with editorial 
guidelines, etc), it is beyond the scope of this research to evaluate to what extent the 
media shape the understanding of climate change or to what extent the priorities of 
the ‘news consumer’ predisposes the news ‘packaging’. However, this does affect 
the process by which journalists and editors contrive news, which is the subject of 
Chapter Six.
7.6 Conclusion -  Climate Change Information and the Public
The purpose of this chapter is to examine the exposure of Thai public to media 
information in terms of their understanding, awareness and behaviours for tackling 
the climate change.
The chapter began by discussing the respondents’ profiles in this research. The data 
showed that due to convenience sampling the surveyed respondents tended to be 
young and educated, which may not represent the entire Thai population. This 
suggests that the analysis may produce indicative results for Thailand only, but is 
much more representative of the younger section of Thai society.
With regards to sources of climate change information, further analysis showed that 
respondents used a wide variety of sources of climate change information; however, 
most respondents have received climate change information through the media, 
particularly television and newspapers respectively. As discussed earlier in literature 
review and this chapter, the media are evidently the most accessible sources for the
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public about climate change information in Thailand and elsewhere. The survey data 
indicated that commercial television channels are the most watched while tabloid 
newspapers are the most read amongst Thai public. From both the interviews from 
journalists (Chapter Six) and survey data, it can be concluded that the reason why 
Thai respondents receive more climate change information from television than 
newspapers is that commercial television stations dedicate more broadcast time to 
environmental news while tabloid newspapers hardly report climate change news.
From the analysis of the survey, gender and educational level are significantly 
related to understandings, awareness and behaviours for tackling climate change 
amongst Thai respondents. Women and respondents with higher education have 
better understanding and awareness of climate change and tend to take actions to 
mitigate climate change. This is only partially consistent with the broader 
environmental psychology literature (Kellstedt et al. 2008; Raude and Setbon, 2009; 
Hirsh, 2010 McCright, 2010; and Lynn and Longhi, 2011) However, this study 
reflects a lack of public understandings, awareness and behaviours for tackling 
climate change in both age groups of Thai respondents.
The survey data indicated that media exposure had no correlation with respondents’ 
understandings, awareness and behaviours for tackling the climate change. This is 
somewhat surprising, given that the initial discussion about the media influence on 
news ‘consumer’ indicated the possibility that media ownership and the particular 
guidelines of media outlets as well as their intended target group have an influence 
on how news is received. Given the overwhelming majorities in the responses 
towards one or the other response, none of these considerations could be shown, 
although this is not to say that they do not exist. There are three potential 
explanations for this:
First, although climate change issues have been specifically raised in Thai media in 
recent years (Salathong, 2009) the content of climate change news does not fully 
coincide with public demand. The media mainly focus on events with national 
impacts and try to narrate climate change stories with dramatic considerations (as 
explained in Chapter Six); however, the survey results also show that respondents 
would like the media to offer more on mitigation strategies and advice.
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Second, the media can influence the public to some extent, but this seems to 
produce a short lasting effect. Sampei and Aoyagi-Usui (2009) note that increase in 
mass media coverage has an immediate influence on public awareness of climate 
change issues, but largely only at the time the stories are published. Robinson and 
Levy (1986) study what the public learn from typical television news programme and 
find that comprehension is poor. Although the respondents watch evening news 
programme, they spend most of their time doing about something else: reading, 
eating or talking. Most respondents cannot even remember what they watched on 
the news programme.
Third, as shown, most respondents have heard about climate change through the 
media; however, respondents used a wide variety of sources of climate change 
information, such as social context (family and friends), printed media /  specific 
media (leaflet, poster, magazine, internet and local activity) and lead figures 
(environmental group, government /  politician, teacher and celebrity). It was 
considered that respondents selectively perceived climate change information from 
different sources. The public ordinarily form understanding and awareness through 
their existing knowledge (Whitmarsh, 2009) and their direct experience and 
familiarity with a person, object or phenomenon (family, friends and the internet) 
(Pidgeon, 2010). Multz (1998) also points out that the best information predictor of 
behaviour change is not exposing the media but from talking to someone.
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Chapter Eight - Conclusions
The final chapter provides an overall summary of the entire research. The objectives 
are restated and the conclusions of the findings are presented, addressing each 
research objective in turn. The chapter also describes the limitations and contribution 
of this research and completes the thesis by providing recommendations to the 
government and the media and areas for future studies.
8.1 Summary of the Research
Climate change is a serious threat to human societies. Among other major countries, 
Thailand cannot escape or ignore climate change. The review of literature (Chapter 
One) identified that climate change is expected to have environmental, social and 
economic impacts in Thailand (Boonprakrob and Hattirat, 2006; Prasad et al., 2007; 
Kisner, 2008 and ONER, 2008). The findings from this research indicate that 
journalists and the public pointed out that Thailand already faces climate change. 
The review of literature identified that the Thai government launched national 
strategies and guidelines entitled Thailand’s Five-Year Strategies on Climate 
Change (2008-2012)’ to prepare for and to prevent the impacts of climate change 
(National Committee on Climate Change Policy of Thailand, 2008). This research 
focuses on the fourth of these strategies: to raise awareness and to promote public 
participation in mitigating climate change. It is expected that the media should be a 
main factor of this process, providing climate change information to the public.
This research studied Thai media in terms of the production of climate change news 
and examined news content which was selected and published by the process. This 
research also explored the relationships between the public reception of climate 
change news from the media and its impact upon understanding, awareness and 
behaviours amongst Thai public. This research consists of two main samples: Thai 
media’ and ‘the public’. Thailand was chosen as the case study for this research for 
two reasons: first, Thailand is the researcher’s home country and this research is 
intended to make a significant contribution to relevant studies in the country; and
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second, there is lack of research about the news production by the media and the 
public reception of climate change in Thailand.
With regard to the media, the specific research objectives (detailed in Chapter One) 
were: (1) to explore Thai journalists’ understandings of climate change and (2) to 
gather facts and insights from Thai journalists about their selection, production and 
reporting of climate change news, as well as what they conceive to represent 
newsworthiness. The research focused on studying the production processes and 
the news content created by the processes in Thai media. To achieve these 
objectives, interview and content analysis were adopted. Interviews with Thai 
journalists were carried out in Thailand in 2009 and 2012. The interviews gathered 
different ideas and opinions from Thai journalists about climate change news 
production processes. In addition, content analysis of Matichon, one of the 
newspaper samples, was carried out. The reason behind this is that content analysis 
outcomes have to justify the findings from participants’ interviews in terms of how 
important the news content and news selection are for Thai media.
Specific research objectives related to the public (detailed in Chapter One) were: (1) 
to identify the sources of climate change information used by the Thai public; (2) to 
understand how socio-demographic differences of Thai public impact on their 
understanding, awareness and behaviours for tackling the climate change and (3) to 
examine the exposure of Thai public to media information in terms of their 
understanding, awareness and behaviours for tackling the climate change. The 
sample for this study was the Thai public. Considering the objectives of the research, 
it was decided to use a questionnaire survey as an appropriate method due to a 
large amount of geographically diverse respondents (detailed in Chapter Four). The 
purpose of the questionnaire is to gauge the public knowledge, attitude and 
behaviours of climate change via Thai media. A survey was conducted among the 
respondents from five provinces of Thailand.
The following sections review and discuss the findings of the research in relation to 
these research objectives.
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8.1.1 Research Objective 1
T o  explore Thai journalists’ understandings of climate change’
In relation to journalists’ understanding of climate change, the results from interviews 
show that their understandings are varied. Most respondents are familiar with ‘global 
warming’ and ‘climate change’. The empirical findings of this study indicate that there 
are confusions among Thai journalists in their understanding of climate change. 
Some are confused about these terminologies - especially ‘greenhouse effect’. Most 
respondents consider that climate change is a human-caused problem and has 
mostly negative impacts on nature. Respondents focus on national and current 
situations more than future or global threats of climate change. They seem, in these 
respects, to have accepted that the current national impacts are more familiar to 
them because these impacts occur within Thailand recently while the future or global 
threats are more difficult to observe because these threats do not happen within the 
country.
The results from interviews show that due to journalists’ background in education 
and not in the science of climate change, they are not able to engage with different 
terminologies related to climate change. In addition, there are no standard 
translations of terms related to climate change. The differences in the choice of 
terms are important, as different terms substantively frame their understanding of the 
news story. Also, the choice of one term over another is often based on matters not 
relating to the content of the story, but to the type-setting process or other factors. 
These findings are consistent with Wilkin’s study (1993), which showed that most 
environmental journalists struggle with the terminologies related to climate change. 
In addition, climate change is a large and complex area in its own right. This explains 
why Thai journalists, even specialist environmental journalists, do not understand 
climate change clearly.
The empirical findings of this study show that respondents use a variety of sources 
for climate change information: government officials, environmental groups, industry 
groups, members of the public, websites and foreign news media. Each source was 
used for different purposes. Government officials were considered as the primary
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sources for climate change reporting because they were seen as the most 
trustworthy. Environmental groups were used to draw on environmental issues 
differently to the government’s policies; this makes the story newsworthy due to the 
conflict of interests. Industry groups sponsored the media to produce environmental 
programmes to advertise their businesses. Members of the public were considered 
to contribute to the creation of an emotional story and newsworthy account of climate 
change. Websites were claimed to be the primary source of additional climate 
change data for the respondents. Use of foreign news media saves time as 
journalists can use pre-existing reports and do not need to go out to interview 
sources or write a new story.
Further results from interviews indicate that Thai journalists mainly rely on scientists 
as the most trustworthy sources. Compared to other non-industrialised countries, 
these findings are in line with Jia’s study (2008) which shows that in China journalists 
mainly used official sources. However, as argued by Harbinson (2006), in Sri Lanka 
most coverage of climate change comes from international sources (BBC and 
Reuters) and environmental groups. Environmental groups hold workshops for 
journalists and provide them with the most recent environmental information. 
Harbinson (2006) also indicates that in Jamaica, where climate change is not priority 
for the government, journalists mainly use the internet as a source of climate change 
information to report the stories to the public. It can be concluded that choice of the 
sources that journalists rely on for climate change information depends on how 
various sources in different countries engage with the journalists.
The interview results show that Thai journalists primarily rely on national sources due 
to their ease of access. National news is also the preferred choice for Thai media 
because the content from international sources, such as foreign media and websites, 
typically cannot provide information specific to Thailand. It can be concluded that the 
lack of international news coverage reflects the media’s use predominantly of 
national sources for the entire climate change discourse within the country. In 
addition, the findings of the study showed that journalists try to use more than one 
source to produce the story. Using different or several sources as a basis for a news 
story is not only useful to balance possible bias from a single source, but also to
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highlight contradictions or conflicts between groups as a way for authors to add their 
own perspective to the emerging story.
8.1.2 Research Objective 2
T o  establish details from Thai journalists about climate change news in terms 
of selection, production and reporting, as well as newsworthiness in the news 
content’
The literature indicated that in Thailand climate change has been specifically raised 
in the media in recent years with a number of climate change stories increasing 
rapidly. Based on the empirical interview findings, there are three reasons that 
journalists see their reporting of climate change is important: a public demand, media 
organisations’ news policy and journalists’ personal interest.
Firstly, with respect to public demand, the public can affect the media’s decisions 
about which topics are to be covered so the media can engage the public by 
capturing their attention and interest. However, the media produce news to succeed 
in attracting the largest audience as well as to raise revenue due to increasing public 
interest. With regard to climate change stories, the findings indicate that there are 
significant differences between perceptions of reporters and their editors. Reporters 
would like to report their stories to the public; but view editors as obstacles who 
select or reject their stories in the news selection process. It is worth noting that 
although the public need more information, the information has to be interesting.
Secondly, media organisations’ news policy also influences news coverage of 
climate change. The findings indicate that broadsheet newspapers dedicate more 
space and commercial television stations offer more broadcast time for 
environmental news because these media organisations support reporting 
environmental news. On the other hand, tabloid newspapers focus more on human 
interest angles because it provides a news hook for stories which attract more 
readers. Additionally, the government’s political authority has domination over some 
television stations which are operated by government agencies. These stations
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mainly present news based on information from the government in an attempt to 
create good relations between the government and the public.
The interview results highlighted that news organisation policy affected news 
selection in the newsroom. Each media organisation has its own distinct news policy. 
However, the results showed that only four out of ten media organisations have a 
specific environmental news policy. It can be concluded that environmental issues 
including climate change are not among the priorities of Thai media.
Thirdly, journalists’ personal interests influence news coverage of climate change. 
Journalists tend to report news on subjects they like and their personal interests 
influence their work.
Based on the production process, the interview results reveal that each news 
organisation has their own particular news production processes; however, all 
shared the stages of collecting stories from the reporters, selecting stories and 
reporting them as news. This research indicates that editors are the most significant 
influencing persons in the news production process. The editors act as gatekeepers 
in the newsroom and perceive their role as determining news production. In addition, 
selection process in Thailand is made by a group of editors from different sections 
that have distinct and conflicting priorities to get space or air time to report their daily 
news. It is interesting to note that an editor in chief for the particular day mainly 
chose the stories from his /  her section to report to the public. Environmental stories, 
such as climate change, may go unnoticed and deselected by an informed head of 
editors in a newsroom. This issue makes a bias in news selection. There also are 
some concerns from reporters: they have troubles convincing their editors of 
importance of reporting environmental stories including climate change; climate 
change stories cannot compete with the breaking news approach from other news 
sections; and environmental stories are poorly reported due to the need to provide 
human interests or entertainment to attract audiences for advertisers.
The interview data showed that each Thai news organisation has their own particular 
news production processes; however, all shared the stages of collecting stories from 
the reporters, selecting stories and reporting them as news. The pattern of Thai
media normally starts from news reporters collecting information from the events and 
formal sources. Newsroom operates news selection or gatekeeping process. At this 
point, the news selection or gatekeeping process is executed by selecting some 
information to be published. It can be concluded that media news production in 
Thailand is basically the same as elsewhere following a familiar process of 
collection, selection, production and distribution (Ericson et al., 1987; Shoemaker, 
1991 and McQuail, 2005).
In the case of Thai newspapers and television, the gatekeeping process still plays an 
important role. The interview data identified that the key position in the newsroom 
was held by the editors who act as gatekeepers and perceive their role as 
determining news production. Although the research findings do not reveal any new 
idea of media production process, the study has found evidence that supports 
existing findings from several valuable studies in international media including Thai 
media and the significance of gatekeeping in defining news content (such as 
Shoemaker, 1991; Singer, 1998; Li, 1998; Shoemaker and Vos, 2008 and Holloway,
2009). It is also expected that analysing the media through the gatekeeping concept 
in this study will offer a useful approach that furthers understanding of the ways in 
which kinds of climate change news content is selected in the news process.
The analysis of the interviews revealed a conflict between Thai editors and reporters 
in news selection process. The interview data showed that Thai reporters claimed 
their editors were the barriers in reporting climate change stories because the stories 
generally did not gain enough interest from the editors. It can be concluded that 
compared with other news climate change is a low priority for Thai media. Thai 
editors realise that climate change stories lack newsworthiness when reporters try to 
present scientific issues.
The findings of the study also suggest that Thai reporters have acquired a new 
dimension which can convince editors in a newsroom and attract a wider public. The 
focus of climate change news content has shifted from coverage of the scientific 
aspects of climate change that characterised news content for many years to 
coverage concentrating on other issues, such as politics, poverty, economics and 
social science. The findings also show that politicians and industry groups have
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become increasingly successful in making their claims known. It can be concluded 
that climate change stories in Thailand are shifting from scientific to political and 
business issues. These findings are also supported by the content analysis of Thai 
news paper sample (Section 6.2.3) that journalists use various aspects of 
newsworthiness and shift to other news contents such as politics and social science 
to make an interesting climate change story.
In addition, the interview findings show that news content is important for journalists 
in terms of news selection. In order to be successful in a news production process, 
there should be newsworthiness in news content. The findings from interviews show 
that in Thailand drama, geographical proximity and significance are identified as being 
the most important aspects of newsworthiness in climate change stories. The 
interview results are supported by the content analysis (details in Section 6.2.3.).
Firstly, the interview data indicates that drama is an aspect of newsworthiness 
referred to by the majority of interviewees. Drama is a criterion that generates public 
interest and is often sensational and emotive. In addition, editors explain that a piece 
which has dramatic qualities is more likely to be selected. Dramatic aspects often 
appear in major natural disaster stories, such as severe floods. Furthermore, 
television participants are more likely to highlight the dramatic aspect of climate 
change story than newspaper participants because using visual aspects of the news 
story will help to maintain the audiences’ attention during the television programme.
Secondly, geographical proximity makes the story more newsworthy when climate 
change happens in the country. Respondents realise that the public care more about 
local events because the stories make great meaning to them when climate change 
issue relates to their daily lives. Also the most dominant source of climate change 
information is local government officials who mainly focus on climate change in 
national situations.
Thirdly, significance, which refers to impacts of climate change affecting a number of 
people, is another aspect of newsworthiness because major disasters in the country 
can also become opportunities for Thai media to attract public attention.
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The interview findings indicate climate change stories which are considered 
newsworthy generally include two or more interlinked criteria. The interview data 
shows that climate change stories in Thai media are mainly reported as negative 
news. Journalists mainly interpret newsworthiness in terms of stories which have 
impacts on people’s lives on national level and narrate climate change story with 
dramatic considerations.
Overall, it can be concluded that in Thailand source limitation, journalists’ overuse of 
nationalised interpretative story, news organisation policy, editors, low prioritisation 
and lack of newsworthiness are important aspects which might affect selecting 
climate change stories in news production process before disseminating to the 
public.
8.1.3 Research Objective 3
T o  identify the sources of climate change information used by the Thai public’
The findings from a questionnaire survey highlight that respondents use a wide 
variety of sources of climate change information, mainly the media (television and 
newspapers). This is in line with several scholars (Stamm et al, 2000, Trumbo and 
Shanahan, 2000, Dispensa and Brulle, 2003, Corbett and Durfee, 2004, Flint, 2007  
and Billett, 2009) who explain that the media play a major source of information 
about climate change.
8.1.4 Research Objective 4
T o  understand how socio-demographic differences of Thai public impact on 
their understanding, awareness and behaviours for tackling climate change’
One of the key points of interest in a questionnaire survey has been the correlation 
of the public’s socio-demographic characteristics and their understandings, 
awareness and behaviours for tackling climate change. Previous studies (Chapter 
Three) identify that socio-demographic differences in gender, age and level of 
education might shape understandings, awareness and behaviours for tackling
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climate change. Similarly to expectations, the survey data indicates that gender and 
educational level correlate with the public understandings, awareness and 
behaviours for tackling climate change while age only correlates with the public’s 
environmental behaviours. To an extent, those who are women and having higher 
education are associated with better understanding and awareness of climate 
change. Those who are women, aged more than 33 years and older and having 
higher education are associated with more actions for tackling climate change.
8.1.5 Research Objective 5
T o  examine the exposure of Thai public to media information in terms of their
understanding, awareness and behaviours for tackling climate change’
The research examines the correlation among the public in terms of media exposure 
and their understanding, awareness and behaviours for tackling climate change. It 
expects television and newspapers to be the main sources of information about 
climate change and that patterns of media consumption would be related to public 
understanding and awareness of climate change. A gap between respondents’ level 
of understanding and awareness of climate change and their environmental 
behaviours is also anticipated. Contrary to expectations, the survey data shows that 
although most respondents have received climate change information through the 
media, the results identify that the respondents’ exposure to the media coverage of 
climate change does not influence their understandings, awareness and 
environmental behaviours.
Referred to the linear model of transmission of information to public knowledge, 
attitude and behaviour adopted in Figure 3-2, the survey results do not support this 
model. It can be assumed that there were some flaws attributed in the survey design 
(as explained in Chapter Four); additional details (limitations of the survey design) 
will be explained in Section 8.2. Further research to solve these flaws is suggested in 
Section 8.6.
In addition, the findings that Thai respondents’ exposure to the media coverage of 
climate change does not influence their understandings, awareness and
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environmental behaviours can be also explained by several media studies. For 
instance, the survey data showed that apart from television and newspaper, 
respondents also rely on internet, radio and so on. As Multz, (1998), Whitmarsh 
(2009) and Pidgeon (2010) indicate, the public selectively perceive climate change 
information from different sources and ordinarily form understanding and awareness 
through their existing knowledge and their direct experience. Additionally, when the 
questionnaire survey was collected, there was no significant climate change events 
reported at the time. As Sampei and Aoyagi-Usui (2009) explain, the media can 
influence the public but seem to produce a short lasting effect. Media coverage has 
an immediate influence on public awareness of climate change issues, but the effect 
impacts only at the time the stories are published.
The significant findings from combined data present the ‘considerable mismatch’ 
between Thai media reporting of climate change and public’s information need. The 
analysis of interview data showed that Thai media change news content from 
scientific issues to coverage concentrating on other issues, such as politics, poverty, 
economics and social science by narrating dramatic considerations to convince 
editors in a newsroom and to attract more audiences (Chapter Six). The survey 
results showed that although the public mainly received climate change information 
through the media, particularly television and newspapers, the public prefer the 
media to focus more on the information about how to mitigate climate change 
(Chapter Seven). It can be concluded that the content of climate change news does 
not fully coincide with the public’s expressed information needs.
In conclusion, reporting climate change news in Thailand is not different from 
reporting the other news. Thai journalists try to find new climate change information 
and report it in different aspects (such as economics, politics and social science), 
which in the past was specific to scientific information. From interviews with Thai 
journalists it appears that even though they report these aspects of climate change 
news, they do not understand climate change clearly. Reporting climate change 
news can make competition in media market due to the public demand. In addition, 
the findings of the public survey indicate that most Thai respondents have received 
climate change information through the media. However, media exposure had no 
correlation with the public understandings, awareness and environmental behaviour.
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It can be claimed that the media in Thailand have little role in climate change 
deliberations. This casts doubt over using only the media to entice the public towards 
greater climate change understanding, awareness and environmental behaviour in 
Thailand.
8.2 Limitations of the Research
Although the research represents a significant and original contribution to the field, it 
also faces inevitable limitations:
Firstly, this research was designed to explore Thai media in terms of the production 
of climate change news and to examine news content which is selected and 
published by the process. The results identified many important aspects within Thai 
news production that influence climate change news content, such as source 
limitations, media organisations and editors. Criteria of newsworthiness undoubtedly 
have influenced news content in Thai media. However, the obvious limitation is the 
focus of this research on Thai environmental journalists and the lack of a qualitative 
content analysis, which was simply beyond the scope of this research.
Secondly, the sample of the pilot study for the questionnaire was recognised as a 
limitation for the present thesis. The pilot questionnaire was conducted with Thai 
postgraduate students at the University of Surrey which do not represent the overall 
Thai population. However, since it was only a pilot, its impact on the overall project 
was more manageable.
Thirdly, the research also examined the relationships between the public reception of 
climate change news from the media and its impact upon understanding, awareness 
and behaviours amongst Thai public. Although a multi-stage sampling design was 
applied, a convenience sampling was used as the last stage of data collection 
because of the limited resources (time and budget). A convenience sampling 
represents a significant methodological limitation for this study because it can 
produce misleading results in the survey as respondents are unrepresentative of the 
entire population. As described in Chapter Four, there was a self-selection of
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respondents by the supporting team because it was a group of university students 
who tried to select respondents of the same ages due to easy access. As a result, 
the surveyed participants in this study were by and large young and highly educated. 
It must be said that the sample in this research may not be representative of the Thai 
population overall, making this project representative for this specific subgroup, but 
only indicative and informative for Thailand overall.
Fourthly, there were some limitations of using questionnaires as a research method. 
For example, the participants’ misunderstanding of some of the questions could lead 
to inaccurate answers which did not truly represent what the participant’s views 
were. Also, when participants were not sure of an answer, they could have 
responded with what they believed the researcher wanted the answer to be; this 
again leaded to an untrue representation.
Fifty, the qualitative research was not conducted among the public; in addition, a 
quantity survey was not conducted among the journalists. Therefore, it was not 
possible to compare the views of the public and journalists consistently.
However, the limitations of the research mentioned above have offered the 
opportunity to present some directions for further study in this area.
8.3 Research Contribution
The research specifically contributes to the research field of media reporting of 
climate change in Thailand where, as discussed in Chapter One, few studies have 
been produced so far. Previous research has focused mainly on a content analysis 
of climate change news in newspapers (Chapter One). This research, therefore, has 
focused on television and newspapers in climate change reporting by conducting 
methods different from previous research (Chapter Four).
The research contributes to better appreciation of different sources of climate 
change information used by Thai journalists. This contribution is important because 
these sources have influenced journalists’ understanding of climate change in terms 
of their news reporting.
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Another important contribution of this research is that it provides better 
understanding of what influences journalists to report climate change in the country 
and what sources journalists use to produce climate change stories. Understanding 
and identifying these influential factors, in particularly gatekeeping in news 
production process, are essential in explaining how climate change stories are 
selected, produced and reported. The study also provides better insight into climate 
change news content and identifies which aspects of newsworthiness are used in 
Thai context.
The research also contributes to better understand the exposure of the Thai public to 
media information in terms of their understanding, awareness and behaviours for 
tackling the climate change. This contribution is important because previous studies 
on the issue in Thailand have focused mainly on exposure of Thai teenagers to 
media information on climate change (see Chapter One).
8.4 Recommendations for the Government
It is recognised that the research could have benefit for the Thai government. If the 
government is to mitigate climate change in more sustainable directions, it must 
improve its strategies to increase public understanding of climate change and 
predispose them toward taking action. The findings of this study also explain the 
paradox in the exposure of Thai public to media information in terms of their 
understanding, awareness and behaviours for tackling the climate change. The 
survey data finds that the media have no real influence on the public’s perception of 
climate change; however, the media are important signalling devices to alert the 
public to issues and problems (McCombs and Bell, 1996, Stamm et al, 2000, 
Trumbo and Shanahan, 2000, Dispensa and Brulle, 2003, Corbett and Durfee, 2004, 
Flint, 2007 and Billett, 2009). In the interviews with journalists misconception and 
over-enthusiasm of journalists about climate change issues could make them 
exaggerate on climate change problems in their reporting. Additionally, journalists 
seek to please the curiosity of their audiences while neglecting to communicate key 
important messages to the public. A solution to this possible mistake could be solved 
by closer cooperation between the government and journalists.
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8.5 Recommendations for the Media
The media are the main channel for telling stories that have a broad reach and 
impact on a large variety of people that they connect with in many different ways. 
The study found that the public need more contextual information about how to 
mitigate climate change and it suggests that it would be helpful if the media provide 
and highlight climate change solutions as possible. There should be a deliberate 
effort of the media to present people-centred climate change stories to make the 
issues real to the public and build understanding among the public. In addition, 
journalists acquire more knowledge on climate change and more skilled for writing 
issues of climate change and enthuse more in reporting on climate change. 
Furthermore, there is a notion that journalists need to become researchers 
themselves so they could interpret expert reports (Papoutsaki and Sundar, 2008).
Pidgeon (2010) indicates that context shapes and constrains both public’s attitudes 
and behaviour. If the relevant context does not change, then public’s attitudes and 
behaviour towards the environment are unlikely to change either. Norgaard (2010) 
also suggests that the media should create a sense of community by building on the 
knowledge that individuals are part of a larger committed and motivated citizenry and 
by delivering more positive stories of success. The public should be addressed not 
only by information, but also by guidelines of what can be done to mitigate climate 
change.
In conclusion, Thai respondents are aware of the impacts of climate change but they 
have not yet reached a point where they will stand up and do something. Thai media 
should use its power to educate the public about climate change information (from 
different sources) and what they need to do to solve the problem.
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8.6 Directions for Future Research
There are many areas related to mass media and the public in terms of climate 
change issues to be explored. In this respect, further research in the following areas 
is suggested:
1. Similar studies are needed to better understand the role of mass media and 
the public perceptions in other developing countries.
2. It would be useful to conduct a comparative study of the media in Thailand 
and other developing countries. The comparison could provide a guidance to 
support environmental news production in developing countries.
3. Future studies could observe how Thai journalists work in a newsroom and 
also do content analysis of climate change stories. These studies are 
particularly important when there is a lack of the media and climate change 
research in the country.
4. The interview data showed that there are many aspects that are important 
within Thai news production to influence climate change coverage: limited 
sources of information, media organisations, editors, low prioritisation, lack of 
newsworthiness, and journalists’ overuse of nationalised interpretative stories. 
However, the research did not to examine all aspects in depth. A re­
examination of the role of these aspects would be worth considering for 
further studies.
5. From the results of survey data, it would appear inappropriate to rely on a 
convenience sampling. Future quantitative research can improve on this study 
by employing a sampling strategy which yields a representative sample of the 
entire population.
6. Although a number of issues have been identified amongst the surveyed 
sample, it would be naive to assume that all possible answers could be 
accounted for in one questionnaire. It is suggested that some respondents 
who completed questionnaire could take part in a focus group to concentrate 
on the questions asked in the questionnaire, with the purpose of validating 
their understandings and exploring answers that may not have been included.
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Appendix I -  Organisation Profiles of the Interviewed
Samples
Thai Television Stations
Channel 3
The company was established on 10th November 1967 under the name Bangkok 
Entertainment Co. Ltd. (BEC). It is owned by the Malinont family. BEG is under BEC- 
TERO Entertainment Public CO. Ltd which is a Thai entertainment conglomeration 
which organises concerts, owns record labels and produces films and television 
shows (BEC-Tero Entertainment Public Co. Ltd., 2011).
Channel 3 was incorporated in 1969 and was officially launched on 26th March 1970 
as the first commercial television station in Thailand. It is part of BEC and Mass 
Communications Organisation of Thailand (MCOT). The company has extended the 
contract with MCOT until 25th March 2020 as 50-year concession (BEC-Tero 
Entertainment Public Co. Ltd., 2011 and Thai TV Color Channel 3, 2011).
Channel 3 is a commercial station which focuses on news reporting, dramas and 
foreign series. The slogan of Channel 3 is ‘Worth every minute when watching 
Channel 3 ’. In terms of news reporting, Channel 3 set up ‘Channel 3 News Family’ 
with slogan ‘Channel 3 Accesses Every News and Everyone’. On 4th December 
2008, Channel 3 started a new campaign to celebrate 39 years which was named 
‘39 years, Channel 3 Loves the Earth’. The objective is to remind the public about 
the importance of the environment and awareness of global warming by distributing 
information to the public via Channel 3 programmes (Thai TV Color Channel 3, 
2011).
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Channel 5
Channel 5 is owned and operated by the Royal Thai army. It was established by HE 
Field Marshal Sarit Thanarat, the army commander and it was launched on 25th 
January 1958. The three purposes to establish Channel 5 were (the Royal Thai Army 
Television, 2011):
1 - To educate and to train the military officers with knowledge and expertise
2. To educate and entertain the military and the public
3. To build good relationship between the military and the public
The channel was the first Asian television station to broadcast via a website and was 
the first Thai television station to broadcast via digital satellite television signal by the 
Thai TV Global Network (TGN) from 1st January 1998. At present, it can be viewed in 
170 countries around the world. The slogan of Channel 5 is ‘Bring Values to Thai 
Society’ (the Royal Thai Army Television, 2011). Channel 5 focuses on military news 
and other news reporting.
Bangkok Broadcasting & Television Company was established to operate television 
broadcasting under a 56 years license from the Royal Thai Army. It is owned by the 
Kanasut family. It was launched on 24th November 1967. BBTV has continued to 
operate Channel 7 until 23rd November 2023. It was the first Thai television station in
Channel 7
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the Southeast Asian region to transmit in colour (Sotanasathien and Ploysirichon, 
2008 and Bangkok Broadcasting & Television Company, 2011).
The slogan of the channel is ‘Channel 7, Television Channel for You’. Bangkok 
Broadcasting & Television Company (2011) emphasises that Channel 7 is regarded 
as the country’s leading channel because it has supplied information to the public 
with integrity, rapidity and impartiality. The main programmes include news 
programmes, dramas and sport programmes. In term of news programmes, the 
programmes are named ‘Channel 7 ’s Current News’. The programmes are on air 
throughout the day (8 news reporting programmes per day excluding short break 
news) (Bangkok Broadcasting & Television Company, 2011).
The visions of Channel 7 ’s news reporting are (Bangkok Broadcasting & Television 
Company, 2011):
1. News reporting is rapid and accurate
2. News is interesting
3. News reflects public problems and perspectives
In 2009, Channel 7 started a campaign named ‘Channel 7 Takes Care of the Earth’. 
The objective was to persuade Thai people to take care of the environment by 
measures that include energy conservation and forest cultivation. This campaign 
used a group of famous actors/actresses as presenters. In 2011, Channel 7 
continues its emphasis on the environment with another campaign named ‘For Us for 
Earth’ to raise Thai public awareness to protect the world (Bangkok Broadcasting & 
Television Company, 2011).
Modernine
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Modernine, a state-owned television channel, is owned and operated by Mass 
Communications Organisation of Thailand (MCOT). The vision of MCOT is ‘to be 
ASEAN’s leading multimedia business with social responsibility’. The missions 
include (MCOT, 2010):
1. To strengthen MCOT’s leadership role as one of the leading multimedia 
corporations in the ASEAN with a strong commitment to its stakeholders and 
social responsibility.
2. To achieve continuous and sustainable development of its integrated 
multimedia businesses.
3. To achieve the goal of being a modern and fully integrated multimedia 
organisation with ability to adapt to changes.
Modernine, originally called Channel 9, was launched on 24th July 1955. The channel 
was changed to ‘Modernine’ on November 2002 with a new logo and many new 
integrated programmes under the concept ‘Modern Television’. MCOT would like to 
upgrade the channel to compete with the others by focusing on delivering news and 
entertainment programmes. The channel has introduced new technologies to 
broadcast news programmes (MCOT, 2011).
MCOT (2011) emphasises that Modernine continues to focus on programmes’ 
quality to increase strength, useful information and entertainment under the concept 
‘Knowledge Based Society’. The content of news programmes is based on 
‘Entertainment News’ or ‘Edutainment’ that provide the audiences with useful 
information and entertainment. In 2009, the proportion of the programmes included 
news (36.62%), entertainment (33.39%), documentary and useful information 
programmes (21.38%), sport programmes (5.68%) and public service programmes 
(2.92%) respectively (MCOT, 2011).
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National Broadcasting Services of Thailand (NBT)
S tH H .
National Broadcasting Services of Thailand (NBT or former Channel 11) is owned 
and operated by the Public Relations Department, a division of the Thai government. 
The Public Relations Department is the centre for disseminating news and 
information for the government and creating good relations between the government 
and the public (Chanthamarit, 1989).
National Broadcasting Services of Thailand (2011) explains that the missions of the 
channel are:
1. To provide knowledge and publicity so that people get more understanding to 
improve their quality of life and to participate in national development.
2. To consult and plan public relations through television broadcasting and to 
support the government’s public relations systematically.
3. To manage television programmes efficiency.
4. To develop personnel to be professional.
5. To develop television and new media technology efficiency.
NBT, originally called Channel 11, was launched on 24th January 1985. On 1st April 
2008, Channel 11 was rebranded as the National Broadcasting Services of Thailand 
(NBT) and the station’s format and system of administration was modified (Lertwiram 
and Manchainimit, 2008). The logo was changed on 1st April 2009 to celebrate the 
first anniversary of the station. The new logo represents national television combined 
with Thai modernisation (National Broadcasting Services of Thailand, 2011). The 
channel focuses on national news and general knowledge. The NBT offers more 
than 13 hour news programme. The NBT also provides news produced by the own
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station’s news team, not directly from the Public Relations Department as in the past 
(Chanthamarit, 1989 and Lertwiram and Manchainimit, 2008).
Thai Public Broadcasting Service (Thai PBS)
Thai Public Broadcasting Service (Thai PBS) began broadcasting in January 2008 
as Thai public and commercial-free station. The Thai Public Broadcast Service Act of 
2007 had made the foundation of such a station possible setting out its public 
purposes and functions and providing Thai PBS with legal protection against political 
and commercial intervention. Thai PBS is administered by a Board of Governors who 
are elected through an independent process and serve a four-year term (Thai Public 
Broadcasting Service, 2011). As a commercial-free station, the station is financed by 
two billion baht annually from earmarked tobacco and alcohol taxes (Lertwiram and 
Manchainimit, 2008, Tangkitvanich, 2008 and Thai Public Broadcasting Service, 
2011).
Thai Public Broadcasting Service (2011) emphasises that the slogan of Thai PBS is 
T V  Thai, Public TV ’. The vision of the channel is ‘to be a public media institution 
that strives to promote a just and informed society’. The mission is ‘to provide 
innovative and comprehensive broadcasting services of high standard based on 
code of ethics, public interest and cost-effectiveness’. The objectives include (Thai 
Public Broadcasting Service, 2011):
1. To encourage public awareness and public participation in the building of a 
just and democratic society through bold and impartial reporting with public 
interest at its heart.
2. To educate, inform and entertain every sector of the society with an aim of 
promoting quality citizenry.
3. To inspire and encourage imagination and creativity.
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4. To contribute to a sense of identity, cultural diversity and unity within the Thai 
society.
5. To reflect social diversity and provide space for minorities and marginalised 
sectors with an aim of promoting active public participation both at the local 
and national levels.
6. To promote good understanding among communities and people and 
between the Thai society and the world.
Thai PBS focuses on news and current affairs, education and entertainment 
programmes. Thai PBS news programmes are distinctively up-to-date, accurate and 
informative (Thai Public Broadcasting Service, 2011).
Thai Newspapers
Thai Rath is owned by Vacharaphol Co. Ltd. It was established by Komphon 
Vacharaphol on 1st January 1950 under the name The  Weekly Pictorial’. At that 
time, it featured sensational coverage of crime and accidents with pictures marking it 
out of other newspapers which published political news. After two years, the 
newspaper was published as a daily newspaper under the new name T h e  Daily 
Pictorial’. In 1958, seven newspapers including The Daily Pictorial were forced to 
shut down by the government. Vacharaphol bought another newspaper ‘Siang Ang 
Thong’ and from 1st May 1959 ran it with the old team. In 1962, Siang Ang Thong 
was bought back by the old owner. Thai Rath was the new name with the same 
Siang Ang Thong team and since then Thai Rath has been one of the fastest 
growing Thai language newspapers in term of business and technology (Holloway, 
2009 and Thai Rath, 2011). Vacharaphol Co. Ltd is the newspaper company which 
has no interest in expanding its newspaper business to another media and is still 
owned by a family business (Holloway, 2009).
Thai Rath
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Thai Rath is a Thai-language newspaper published in Bangkok and distributed 
nationwide. Thai Rath is a tabloid newspaper which is published with two sections: 
coverage of general news and coverage of sport and entertainment. General news 
section is well known for its sensational coverage of crime and accidents. It also 
contains stories on Thai politics, economy and society and foreign news. The 
coverage of sport and entertainment includes Thai and foreign sports and 
entertainment news. Thai Rath is the oldest and the best selling newspaper in 
Thailand, claiming a circulation of approximately 1 million copies daily (Thai Rath, 
2011).
Daily News
Daily news is owned by Si Phaya Printing Co.Ltd. It was established by Saeng 
Hetrakul. The first issue was launched on 28th March 1964 under the name ‘Naew  
Na Haeng Yuk Daily News’ (Forefront of Daily News). The first period of the 
newspaper offered political news. In 1974, it published the investigation report that 
featured a political incident and was forced to shut down for 15 days. After 
reopening, the newspaper was streamlined by changing the logo of the newspaper 
and adding more contents. From 22nd January 1979, it changed a name to ‘Daily 
News’. It has developed a new look including style and contents (Daily News, 2011).
Daily news is a Thai-language newspaper published in Bangkok and distributed 
nationwide. Daily news is a tabloid newspaper which published with two sections. 
The first section includes page one, political, economic, crime, foreign and 
agriculture news with columns and four-colours scoops. The second section starts 
with sports, woman society, Bangkok, regional and entertainment news. The 
circulation was claimed to be as high as 900,000 copies daily (Daily News, 2011).
259
Matichon
Matichon is owned by Mathichon Public Co. Ltd. which is a group of publishing 
companies. The company was established on 18th January 1978. It was registered 
with the Securities of Exchange of Thailand on 15th December 1989 and became a 
public company on 2nd December 1993. Its main business includes daily and semi­
weekly newspaper, magazines, pocket books and special publications. The company 
has two subsidiary companies: Khao Sod Co. Ltd. in charge of newspapers and 
Ngandee Co. Ltd. in charge of the other publication. The company publishes three 
newspapers as Matichon, Khao Sod and Prachachart Turakij (Mathichon Public Co. 
Ltd., 2011).
Matichon is Thailand’s broadsheet daily newspaper. It aims to offer the most recent, 
accurate and reliable coverage relating to Thai society (Holloway, 2009). Matichon 
concentrates on investigative political and economic news. The contents also include 
regional, foreign and entertainment news. The flagship of Matichon is its editorial line 
which is moderate to progressive. The editorial content covers politics, economics, 
social issues, education, art, culture, crime, information, technology and more. It is 
claimed a circulation of approximately 500,000 copies daily (Mathichon Public Co. 
Ltd., 2011).
Krungthep Turakij
Krungthep Turakij (Bangkok Business News) is owned by the Nation Multimedia 
Group Public Co Ltd. The company is a media company based in Thailand. It has 
both on-line and off-line media such as newspaper, television channels, books, 
magazines and web contents (Krungthep Turakij, 2011 ).
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Krungthep Turakij is the first daily business newspaper in Thailand. The first issue 
was launched on 6th October 1987. The main contents provide business, finance, 
trade and investment news and analysis. It also provides science and technology, 
entertainment and more. The newspaper is known as ‘a media for businesses with 
fast and accurate news’ (Krungthep Turakij, 2011).
261
Appendix II - Lists of Interview Questions for Thai 
Journalists
Personal Details
1. Name Surname
2. Position
3. Workplace
4. Work Experience
Specific Questions
1. Which is the most important news for your newspaper /  television? Why?
2. Which news is typically influential to Thai public? Why?
3. What is the environmental news policy of your organisation?
4. What are the factors and news policies in news selection in news production 
process?
5. How climate change issue becomes news?
6. What are the reasons for presenting climate change news?
7. What sources do you get climate change information from?
8. What kinds of problems do you experience when writing and presenting 
climate change stories?
9. How often do you present climate change news?
10. Do you think you present enough climate change news?
11. Do you think Thai public are interested in climate change news?
12. What are the reasons why Thai public are interested or not interested in 
climate change news?
13. How could the content of climate change news be developed?
14. Do you add your opinion to encourage Thai public to mitigate climate change?
15. In recent years, how many news you presented on climate change issue?
16. Which functions of the media are relevant to climate change news reporting?
17. Do you think that the Thai government gives an opportunity to present climate 
change news?
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Appendix III - Questionnaire
The Role of Mass Media Informing the Public Understanding, Awareness and 
Behaviours for Tackling Climate Change in Thailand
I am a PhD student at University of Surrey, United Kingdom. This questionnaire is a 
part of my PhD research in Centre for Environmental Strategy. I am conducting a 
research about the role of media informing climate change issue to Thai people.
This questionnaire is divided into 4 parts:
Part 1 : Media consumption
Part 2: Understanding of climate change
Part 3: Awareness and behaviours for tackling climate change
Part 4: Personal details
Your contribution in completing this questionnaire is vital to success of the study. 
This exercise is purely for academic purpose and all information will be kept strictly 
confidential.
Thank you very much for participating in this study.
Your Faithfully,
Supoj Suttirat
PhD student (Centre for Environmental Strategy)
University of Surrey
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Please answer the questions contained in this questionnaire by putting a tick.
Part 1 : Media Consumption
1. How often do you watch television? (days per week)
 1-2 days per week __3-4 days per week
 5-6 days per week __Everyday
 None (skip to question 4)
2. In each day, how long do you spend on watching television?
 Less than 1 hour per day __1 -2 hour per day
 2-3 hour per day __More than 3 hour per day
3. Which channels do you often watch television? (Tick as many as apply)
 Channel 3 __ Channel 5
 Channel 7 __Channel 9
 NBT __ TPBS
 TrueVision __ Others (please identify)____
4. How often do you read newspaper? (days per week)
 1-2 days per week __3-4 days per week
 5-6 days per week __ Everyday
 None (skip to question 7)
5. In each day, how long do you read newspaper?
 Less than 1 hour per day __1 -2 hour per day
 2-3 hour per day __More than 3 hour per day
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6. Which newspapers do you regularly read? (Tick as many as apply)
 Thai Rath __Daily News
 Khaw Sod __Matichon
 Korn Chad Luek __Thai Post
 Bangkok Post __The Nation
 Manager __Others (please identify)_
7. Which sources have you received climate change information from?
Source Never llljRareiyll Some of the time
Most of 
the time
All of the 
time
1. Teacher 1 2 3 4 5
2. Environmental group 1 2 3 4 5
3. The government/politician 1 2 3 4 5
4. Celebrity 1 2 3 4 5
5. Family 1 2 3 4 5
6 . Friend 1 2 3 4 5
T.Television 1 2 3 4 5
8 . Radio 1 2 3 4 5
9. Newspaper 1 2 3 4 5
10. Magazine 1 2 3 4 5
11. Internet 1 2 3 4 5
12. Leaflet 1 2 3 4 5
13. Poster 1 2 3 4 5
14. Local activity in your area 1 2 3 4 5
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The Exposure to Media Information in Terms of Understanding, Awareness
and Behaviours for Tackling Climate Change
Please answer the questions contained in this questionnaire by putting a tick.
Part 2: Understanding of Climate Change
1. Do you know about the terminologies related to climate change?
Terminology No
1. Climate change
2. Global warming
3. Greenhouse effect
If you tick NO in all three boxes, you finish this questionnaire. If you tick YES
in some boxes, you continue this questionnaire.
*Climate change, global warming and the greenhouse effect mention to the 
same international environmental problem. In this questionnaire, climate 
change is represented to all of them.
2. To what extent do you agree on the statement “the world’s climate is
changing”?
Strongly
disagree Disagree Neutral tAgree!
Strongly
agree
1 2 3 4 5
3. Do you think climate change is a result of human behaviour or natural 
changes?
 Due to human behaviour  Due to natural changes
 Both of them __ No opinion
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4. What is your opinion of the main causes of climate change?
Causes of Climate Change Strongly
disagree
Disagree Neutral Agree Strongly
agree
1. Emission from cars/vans/buses 1 2 3 4 5
2. Air pollution 1 2 3 4 5
3. Aerosol cans i 2 3 4 5
4. Deforestation, cutting down trees i 2 3 4 5
5. Burning fossil fuels for energy 1 2 3 4 5
6. Using/wasting fuel in vehicles i 2 3 4 5
7. Carbon Dioxide emissions 1 2 3 4 5
8. Greenhouse gases i 2 3 4 5
5. W hat is your opinion of the following impacts of climate change?
Consequences of Climate Change Strongly
disagree
Disagree Neutral Agree Strongly
agree
1. Melt ice caps 1 2 3 4 5
2. Changes in local weather 1 2 3 4 5
3. Serious illness in humans 1 2 3 4 5
4. Damage to crops 1 2 3 4 5
5. Prolonged droughts and floods 1 2 3 4 5
6 . Damage to coastal ecosystems 1 2 3 4 5
7. Increase in sea levels 1 2 3 4 5
8 . More hot days and heat waves 1 2 3 4 5
9. More severe tropical storms 1 2 3 4 5
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Part 3: Awareness and Behaviours for Tackling Climate Change
1. How concerned you are about climate change in Thailand?
Strongly not 
worried Not worried Neutral Worried
Strongly
worried
1 2 3 4 5
2. What are your opinions of the following statements?
Statements Stronglydisagree Disagree Neutral Agree
Strongly
agree
1. When humans interfere with nature, 
it often produces disastrous 
consequences
1 2 3 4 5
2. Humans are severely abusing the 
environment 1 2 3 4 5
3. The earth has limited space and 
resources 1 2 3 4 5
4.1 sometimes feel guilty about doing 
things that harm the environment 1 2 3 4 5
5. Climate change is under control and 
it is not too late to do something about 
it
1 2 3 4 5
6 . If the government did more to tackle 
climate change, 1 would do more too 1 2 3 4 5
7. It is worth me doing things that helps 
to solve climate change if others do the 
same
1 2 3 4 5
8 .1  believe my behaviour and everyday 
lifestyle contribute to climate change 1 2 3 4 5
9. It is necessary to join the 
environmentally friendly activities 1 2 3 4 5
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3. How often do you do the activities to solve climate change?
Actions illNeveOll: |||Raireiy|||
Some of 
the time
Most of 
the time
All of the 
time
1. Use car less/ Use a more fuel- 
efficient car 1 2
3 4 5
2. Use public transportation 1 2 3 4 5
3. Recycle more paper, glass and 
plastics 1 2 3
4 5
4. Re-use and repair items 1 2 3 4 5
5. Use less gas and electricity at 
home 1 2 3
4 5
6 . Grow more trees 1 2 3 4 5
7. Use canvas bags 1 2 3 4 5
8 . Install energy saving light bulbs 1 2 3 4 5
9. Buy energy-efficient appliances 1 2 3 4 5
10. Set air-conditioner at 25 °C 1 2 3 4 5
11. Reduce your food waste 1 2 3 4 5
12. Avoid using aerosol cans 1 2 3 4 5
13. Use carbon labelled products 1 2 3 4 5
4. What is your opinion of the person/institution which has responsibility to solve
climate change problem?
Person/institution Strongly
disagree Disagree Neutral Agree
Strongly
agree
1. The government 1 2 3 4 5
2. Business entities 1 2 3 4 5
3. Environmental groups 1 2 3 4 5
4. Academic Institution 1 2 3 4 5
5. People in your community 1 2 3 4 5
6 . Your family 1 2 3 4 5
7. You 1 2 3 4 5
5. In your opinion, what climate change topics do the media should 
emphasise/focus on? (Tick only one answer)
 Causes of climate change  Impact of climate change
 Current situations of climate change
 How to solve climate change problems
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Part 4: Personal Details
1. Gender
 Male
2. Marriage Status
 Single
 Widow
3. Age
Female
Married
Other (please identify).
Less than 18 years old __18-25 years old
26-32 years old  33-40 years old
Above 40 years old
4. Educational Level
. Secondary School or Lower 
 Bachelor Degree
Certificate/Diploma 
Master Degree or Higher
5. Monthly income
 Under 5,000 baht
_  10,001-15,000 baht 
 More than 20,000 baht
5,000-10,000 baht 
15,001-20,000 baht
6. Occupation
 Student __Government officer
 Own Business/Entrepreneur  Private Business Employee
 Household __Other (please identify)_____
7. Location
 Central region __East region
 Northern region __Southern region
 North eastern region
Thank you very much for your assistance
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Appendix IV - Additional Statistical Analysis
Table 1 : Means of Gender Groups and Sources of Climate Change Information
Gender N Mean Std. Deviation Std. Error Mean
Printed media / specific male 737 -.0355675 .94545169 .03482616
media female 1094 .0115783 1.02160747 .03088698
Lead Figures male 737 .0728451 1.06620792 .03927427
female 1094 -.0727950 .94730501 .02864054
Mass Media male 737 -.1507210 .99769471 .03675056
female 1094 .1164125 .97613282 .02951211
Social Context male 737 -.0958523 1.07970713 .03977152
female 1094 .0486353 .93941114 .02840188
271
Ta
bl
e 
2: 
In
de
pe
nd
en
t 
Sa
m
pl
es
 
Te
st
: 
G
en
de
r 
Gr
ou
ps
 
an
d 
So
ur
ce
s 
of 
Cl
im
at
e 
Ch
an
ge
 
In
fo
rm
at
io
n
t-t
es
t 
for
 E
qu
ali
ty
 
of 
M
ea
ns
95%
 
Co
nf
id
en
ce
 
In
te
rv
al
 
i 
of 
the
 
Di
ffe
re
nc
e
Up
pe
r
.0
45
53
77
0
.0
44
15
63
9
.2
38
80
90
0
.2
40
98
98
0
-.1
75
08
54
0
-.1
74
68
15
4
-.0
51
18
95
4
-.0
48
61
96
2
Lo
w
er
-.1
39
82
93
3
-.1
38
44
80
3
.0
52
47
11
7
.0
50
29
03
7
-.3
59
18
15
0
-.3
59
58
53
7
-.2
37
78
56
6
-.2
40
35
55
8
St
d.
 E
rr
or
 
i D
iff
er
en
ce
.0
47
25
70
8
.0
46
54
96
2
.0
47
50
45
8
.0
48
60
81
2
.0
46
93
30
7
.0
47
13
35
1
.0
47
57
04
2
.0
48
87
16
8
8
i i
o -.0
47
14
58
2
-.0
47
14
58
2
.1
45
64
00
8
.1
45
64
00
8
-.2
67
13
34
5
-.2
67
13
34
5
-.1
44
48
76
0
-.1
44
48
76
0
Si
g.
 (
2-
 
ta
ile
d) .3
19
.31
1
.0
02
.0
03
.0
00
.0
00
.0
02
.0
03
73
18
29
16
58
.3
17
18
29
14
50
.6
89
18
29
15
55
.6
85
18
29
14
28
.0
14
- -
.9
98
-1
.0
13
3.
06
6
2.
99
6
-5
.6
92
-5
.6
68
-3
.0
37
-2
.9
56
Si
g. .
07
2 oo .8
40
.0
00
Ü
LL 3.
25
0
11
.0
76
.04
1
31
.0
31
Pr
int
ed
 
me
dia
 
/ 
Eq
ua
l v
ar
ian
ce
s 
as
su
m
ed
 
sp
ec
ifi
c 
me
dia
 
Eq
ua
l v
ar
ian
ce
s 
no
t  
as
su
m
ed
Le
ad
 
Fi
gu
re
s 
Eq
ua
l v
ar
ian
ce
s 
as
su
m
ed
 
Eq
ua
l v
ar
ian
ce
s 
no
t 
as
su
m
ed
Ma
ss
 
Me
dia
 
Eq
ua
l v
ar
ian
ce
s 
as
su
m
ed
 
Eq
ua
l v
ar
ian
ce
s 
no
t 
as
su
m
ed
So
ci
al
 C
on
te
xt
 
Eq
ua
l v
ar
ian
ce
s 
as
su
m
ed
 
Eq
ua
l v
ar
ian
ce
s 
no
t 
as
su
m
ed
27
2
Ta
bl
e 
3: 
M
ea
ns
 
of 
Ag
e 
Gr
ou
ps
 
an
d 
So
ur
ce
s 
of 
Cl
im
at
e 
Ch
an
ge
 
In
fo
rm
at
io
n
1
i
1
0) <0 
1 1
£
3O)
Ll
I
0 m
O ) U)
1 « I £
>» o >» o
"O  T3 T> T3
C  C
OS tc n3 ( ti
W  W w  w
> , > - >> > •
CM CO CM CO
CO CO CO CO
cn
Ta
bl
e 
4:
 I
nd
ep
en
de
nt
 S
am
pl
es
 
Te
st
: 
Ag
e 
Gr
ou
ps
 
an
d 
So
ur
ce
s 
of 
Cl
im
at
e 
Ch
an
ge
 
In
fo
rm
at
io
n
i
o
£
03
3
s
g
CM
CM CO 
8  8
8
2
I
o>.
3
LU
iff
II
1 1
27
4
Ta
bl
e 
5: 
M
ea
ns
 
of 
Ed
uc
at
io
n 
Gr
ou
ps
 
an
d 
So
ur
ce
s 
of 
Cl
im
at
e 
Ch
an
ge
 
In
fo
rm
at
io
n
Ta
bl
e 
6: 
In
de
pe
nd
en
t 
Sa
m
pl
es
 
Te
st
: 
Ed
uc
at
io
n 
Gr
ou
ps
 
an
d 
So
ur
ce
s 
of 
Cl
im
at
e 
Ch
an
ge
 
In
fo
rm
at
io
n
o
=
S
S
2 I
Û 3 ®
2 
W  Q
8
s!
ii
8
-i— TT 
CM CM
o
c
CZ)
o
o
c
. 5
cB
> ©
1
E
w
c r V)
H I ra
«
22 <0
3 •O
O)
LL
I 1
o0
1  
W
E
27
6
Ta
bl
e 
7:
 M
ea
ns
 
Be
tw
ee
n 
G
en
de
r 
G
ro
up
s
§5
i -
I
01
*ri
5)
CD O 'd- CM CM COO in CO CD m CM
cvj CO o CO NO CD 'd- CD CO oCD in m "M" CO CD
0 
E
T31•ac3
o>
o g
s #
5 £
II
C0 O ) M O
siII!
<D
c5
E
Ô
O)c
32
o
tti
h-
E3o
>
(ti_c
CD
DÛ
"Occti
CZ)
CZ)
CDc
2
CO
<
d)c
""Oc
s
2
CD
"Oc
Z)
"5
sz
H
X3c
CO
CZ)
Q.
3o
0
CD
T3c
CD
0
CZ)
CD
H
CZ)
CD
Q.
Eco
CO
c
CDTD
C
CD
Ql
CD
T3
_C
66 CDO)CD c
_o COco x :
1— O
|  8 
8 I  I I
o
t
CO
3
UJ
m
Ico
0)I
8
I
g
*o
>
U.
TJto
F3CO OCO c
CO COto CI)o oc~
•3CO •3CO> >
CO cO3 3O' OLU UJ
II
0)
O 2
I I
II
E
lu lu ro
ll,
27
7
Ta
bl
e 
9:
 M
ea
ns
 
Be
tw
ee
n 
Ag
e 
G
ro
up
s
St
d.
 E
rr
or
 
M
ea
n .0
17
27
.0
23
73
.0
14
26
.0
20
21
.0
17
67
.0
25
75
St
d.
 D
ev
ia
tio
n
.6
03
25
.5
86
54
.4
98
13
.4
99
51
.6
17
21
.6
36
54
M
ea
n
4.
21
92
4.
22
63
4.
26
79
4.
30
13
3.
44
62
3.
50
93
z 1
22
0
61
1
12
20 61
1
12
20 61
1
Ag
e
Un
de
rs
ta
nd
in
g 
of 
32 
yrs
 
and
 
yo
un
ge
r 
cli
m
at
e 
ch
an
ge
 
33  
yrs
 
and
 
ol
de
r
Aw
ar
en
es
s 
of
cli
m
at
e 
ch
an
ge
 
32 
yrs
 
and
 
yo
un
ge
r 
33 
yrs
 
and
 
ol
de
r
Be
ha
vi
ou
r
ta
ck
lin
g 
cli
m
at
e 
32 
yrs
 
and
 
yo
un
ge
r 
ch
an
ge
 
33 
yrs
 
and
 
ol
de
r
(D
CO
E
O
o>c
0(0
H
O
=3
0
>CO_cCDDû
~occo
ininCDc
2cO
<
O)c
~oc
CD"Oc=
=3
CDsz
H
"OcCO
CZ)CL3O
O
CDCD
<
CZ)CD
1-
CZ)CD
Q.
ECO
CO
cCDX3cCDCLCDT3JÇ
O CD<«CD c~
O CO(O sz
H (J
11
I
l lo g
O O
S 5
CO CO
0) 
■ S ?  
8 |li
CO T-
S S
T- CO
o W
CD CO
S o
os os E
UJ ro
l i
27
8
Ta
bl
e 
11
: 
M
ea
ns
 
Be
tw
ee
n 
Ed
uc
at
io
n 
G
ro
up
s
r t  CM O  T- h -  CO
05 00 05  CM CO CM
CO M - CM CO co r-~
CM T- CM T- CM T-
O  O O  O o  o
UJ
CO
05 O N in N N
CM CM CO 'c l­ 05
CM CM in in 05 CO
O CM in CD CO O
N IO in ■Cf CO CO
CO
o
3"OUJ
<D—  0) 
E> "K S’-  o c
ra (/) ro
g o  
ro Sis raI l i i
O)c
I
_c
CD
DÛ
"OcCO
i
I
CO
CDc
~o
I
CD
T3C
ZD
‘55
TJc
CO
COQ.3
2
0
S
B
%
H
®Q.
E
co
C/D
c
CDT3C
CD
Q. CD CD CD 
T3  C
c  to 
— x:
cvi ^
^  sCD CO
5  E 
K  O
1
CM CO m CO N CO05 CO un CO 05 COs CM CD CO in oro a 05 00 in in CM CMQ a -r- o o_c a l
ro l life3o sro
mroTS Û in •M- xh CO CO o13 0) 05 CM 05 CO mC r~. xh in 05 CO Xt£ $ o in m xt Xt
O 5 CO CO CM CMo 5m05
CO CO xt m
S CO in CO xt 05 m2 05 CM xt CD o&- CM CO CM CM CO CO« UJ £ O o O O o oC ro
ro 2
S CO Û
o ■M" xJ" xt xt r->■ Xj- CM CM CD CO.tr o O O N CM CM
ro3 s 1
5 CM O O CO CO
O' 2UJ 3=Q
°
S
o O O O o oo o O O o o
à T o o O O o oHt? ro05
CO
05 CO 05 05 05 oCM CM CM in CM oCO CM CO o 00 CO
CM CO§jo § % o
O CO 05 CO CO CO'd- o in o 05in N CD o 05 tx~
CO K xt xt" in in
« o CO COro o O xto o O COc c 05
CO ro"C toro ro
1-
co >
"ro o CO>* o xt oro O 05
i
75
3
g
u. s 05
TJ TJ TJro ro ro
E E E
ww o C/5 o w oCO c ro c ro
E
ro
o |
1 1
II
I
3  O
III
<D
m J2 ô
On
£
Ta
bl
e 
13
: 
M
ea
ns
 
Be
tw
ee
n 
G
en
de
r 
Gr
ou
ps
 
an
d 
Th
ei
r 
Un
de
rs
ta
nd
in
gs
 
of
 
Pe
rc
ei
ve
d 
Ca
us
es
 
an
d 
Im
pa
ct
s 
of 
Cl
im
at
e 
C
ha
ng
e_
__
__
__
__
__
__
__
__
__
__
__
__
__
_
a)
c01
i
o
0)O)
§
€
Î
E
Is-  T f 
CO O ) h- O
CD (0
1  1
0
1
Q .
E
1
j
b
o
Sco
CL
"Oc
CO
s
CO
<§
CD
>
CD
2
CD
CL
ac
TDc
CO
CD"O
CD
_c
h-
c
CO
CO
CL3
2
0
Q"OC
CD
0
CO
£
J
CL
E
c0
CO
c
CD"Oc
CD
CL
CD
T 5
il
i S S
« .55
to
1  
i  I
Sc c
I s
h
i  I
Tj" Xj"in N
X t x t
l o in
CM CM 
§ §
E
0)o>c
o <5 
8 2
11
CM T f 
CM CM
E
CDD>
li
28
0
Ta
bl
e 
15
: 
M
ea
ns
 
Be
tw
ee
n 
Ag
e 
Gr
ou
ps
 
an
d 
Th
ei
r 
Un
de
rs
ta
nd
in
gs
 
of 
Pe
rc
ei
ve
d 
Ca
us
es
 
an
d 
Im
pa
ct
s 
of 
Cl
im
at
e 
Ch
an
ge
 
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
__
M
>,"O
0
1  Q.
E
Bco
E
b
o
BoCOCL
E
"OcCO
0)CDCZ)3CO
O
"OCD>
CD
uCD0-
O
CZ)O)c
TDC
5
£2CD"Oc
Z)
\_
'q3sz
H
"OcCO
CZ)CL3
O
O
CDO)
<
;
CZ)CD
1-
CZ)CD
CL
ECO
CO
cCDT3cCDQ.CDT3_C
CD CDCDCD C
_o COCO s:
t - O
oo<N
Ta
bl
e 
17
: 
M
ea
ns
 
Be
tw
ee
n 
Ed
uc
at
io
n 
Gr
ou
ps
 
an
d 
Th
ei
r 
Un
de
rs
ta
nd
in
gs
 
of 
Pe
rc
ei
ve
d 
Ca
us
es
 
an
d 
Im
pa
ct
s 
of 
Cl
im
at
e 
C
ha
ng
e _
__
__
__
__
__
__
__
__
__
__
_
CM N CM 'd -
C'­ h - CM CD
en m o CD
CO CO
o o o O
rf r-. CO"M" co
CM r-. CDO C) o CM
•M- Xl" x j- x t
«
00
CL
"O
a
sw
o
T3
>
CD
E
CD
CL
WO)c
'~a
I
CD"O
0)SZ
I -
-o
&3
2
0
c0
13
TJ
LU
I
CL
E
c0
CO
CD
T 5
C
CD
TS
_C
CO
c
CQ
o
■SJD CO
li
o 0)
£ ë 
S I
CZ) Û
B
CO CMo in in Tf-
? |
<vO)
5
If
I I
LU LU ro
II
28
2
Ta
bl
e 
19
: 
As
so
ci
at
io
n 
of 
Pe
rc
ei
ve
d 
Ca
us
es
 
of 
Cl
im
at
e 
Ch
an
ge
 
wi
th 
G
en
de
r, 
Ag
e 
an
d 
Ed
uc
at
io
na
l 
Le
ve
l
Ed
uc
at
io
na
l 
Le
ve
l 
|
Hi
gh
er
ed
uc
at
io
n
% 95
.5
*
96
.1
* CM
do> 88
.8
*
I 
92
.8*
 
I
8
6
*
Se
co
nd
ar
y 
sc
ho
ol
 % S '88 87 73
.2
69
.2
228 
I
79
.9
1 
57
.6
0)
<
33 
ye
ar
s 
an
d 
ol
de
r 
%
91
.3
88
.7
81
.4
BOB
I 
82
.8
81
.5 S
32 
ye
ar
s 
an
d 
yo
un
ge
r 
%
92
.7
91
.6
84
.1
85
.3 OO
S5 84
.1 89 
1
Ge
nd
er
 
I
Fe
m
ale
 
%
94
.1
93
.4
*
85
.1 CO
s
UT)
a> 8
5.
5
Ma
le 
%
91
.5
90
.2
81
.9
82
.7
I 
84
.4
81
.7
1 
60
.4
Ca
us
es
De
fo
re
st
at
io
n,
 
cu
tti
ng
 
do
w
n 
tre
es
Em
iss
io
n 
fro
m
 
ve
hi
cl
es
In
du
st
ry
po
llu
tio
n
G
re
en
ho
us
e
ga
se
s
c0
1  
oÛ
<
ll
Ii I Aerosol 
ca
ns
28
3
Ta
bl
e 
20
: 
As
so
ci
at
io
n 
of 
Pe
rc
ei
ve
d 
Im
pa
ct
s 
fo
r 
Cl
im
at
e 
Ch
an
ge
 
wi
th 
G
en
de
r, 
Ag
e 
an
d 
Ed
uc
at
io
na
l 
Le
ve
l
ï L05 O « '
| ï
8
1 1  
S E
he
to llllo
03 CO
03 N
CO CO
Si
o
TJ 
TJ ®
S>|
l l-s
2 2 § 
£L T3
TJcro
1 2
I II llO I i jfitQ O <DI !I I hc  <u § g 11
28
4
Ta
bl
e 
21 
: A
ss
oc
ia
tio
n 
of 
Be
ha
vi
ou
rs
 
fo
r 
Ta
ck
lin
g 
Cl
im
at
e 
Ch
an
ge
 
wi
th 
G
en
de
r, 
Ag
e 
an
d 
Ed
uc
at
io
na
l 
Le
ve
l
Ed
uc
at
io
na
l 
Le
ve
l 
|
Hi
gh
er
ed
uc
at
io
n
% 74
.8
*
!
71
.8
*
74
.8
*
58
.0
54
.6
1 
z>s 
I
55
.3
52
.8
47
.0
56
.5
*
54
.2
*
CM
5 25
.2
*
Se
co
nd
ar
y 
sc
ho
ol
 % 60S 48
.7
37
.9 CM
47
.9 CD
£ 50
.9
52
.0
44
.1
42
.4
35
.7
30
.9
16
.4
<u
33 
ye
ar
s 
an
d 
ol
de
r
% 67
.2
*
58
.5
63
.1
57
.7
55
.6 O
CO 58
.1
60
.2
*
52
.7
53
.9
*
49
.4
*
47
.7
25
.7
<
32 
ye
ar
s 
an
d 
yo
un
ge
r 
%
60
.3
59
.5
57
.7 CM
54
.9
i 61
.7
45
.9
45
.9 CO
3 42
.7 CO
x j" 20
.5
Ge
nd
er
 
I
Fe
m
ale
 
%
65
.1
*
61
.1
609
60
.6
*
56
.4
* CD
s
CM
s 58
.5
*
48
.8
*
49
.5
*
48
.0
*
46
.4
*
21
.9
Ma
le 
%
59
.3
59
.4
57
.4
51
.2
47
.1
5 46
.1
44
.4
43
.4
39
.1
37
.3
36
.8
19
.5
C :# :%0
1
In
st
al
l 
en
er
gy
 
sa
vin
g 
lig
ht
 
bu
lb
s
Bu
y 
en
er
gy
-
ef
fic
ie
nt
ap
pl
ia
nc
es
Se
t 
ai
r-
co
nd
iti
on
er
 a
t 
25
 
°C Re
cy
cle
 
m
or
e 
pa
pe
r, 
gla
ss
 
an
d 
pl
as
tic
s
Us
e 
ca
r 
le
ss
/ 
Us
e 
a 
mo
re 
fu
el
- 
ef
fic
ie
nt
 c
ar
| G
row
 
mo
re 
tre
es
Us
e 
pu
bl
ic
 
tra
ns
po
rta
tio
n
Us
e 
les
s 
ga
s 
an
d 
ele
ct
ric
 
at
 
ho
m
e
Re
-u
se
 
an
d 
re
pa
ir 
ite
m
s
Re
du
ce
 
yo
ur
 
foo
d 
w
as
te
Us
e 
ca
nv
as
 
ba
gs
Av
oid
 
us
in
g 
ae
ro
so
l 
ca
ns
Us
e 
Ca
rb
on
 
la
be
l 
pr
od
uc
ts
Ta
bl
e 
22
: 
M
ed
ia
 
Ex
po
su
re
 
(W
at
ch
in
g 
Te
le
vi
si
on
) 
of 
the
 
Pu
bl
ic 
to 
In
fo
rm
at
io
n 
in 
Te
rm
s 
of 
Th
ei
r 
U
nd
er
st
an
di
ng
, 
Aw
ar
en
es
s 
an
d 
Be
ha
vi
ou
rs
 
fo
r 
Ta
ck
lin
g 
Cl
im
at
e 
C
ha
ng
e
Be
ha
vi
ou
r
ta
ck
lin
g
cl
im
at
e
ch
an
ge .0
85
"
.0
00
18
31
.2
52
"
.0
00
18
31
.2
92
"
.0
00
18
31
1
18
31
Aw
ar
en
es
s 
of
 
cli
m
at
e 
ch
an
ge .0
10
.6
56
18
31
.5
37
"
.0
00
18
31
1
18
31
.2
92
"
.0
00
18
31
Un
de
rs
ta
nd
in
g 
of 
cl
im
at
e 
ch
an
ge
.0
27
.2
45
18
31
1
18
31
.5
37
"
.0
00
18
31
.2
52
"
.0
00
18
31
W
at
ch
in
g
te
le
vi
si
on
1
18
31
.0
27
.2
45
18
31
.0
10
.6
56
18
31
.0
85
"
.0
00
18
31
W
at
ch
in
g 
te
le
vis
io
n 
Pe
ar
so
n 
Co
rr
el
at
io
n 
Si
g.
 (
2-
ta
ile
d)
N
Un
de
rs
ta
nd
in
g 
of 
cli
m
at
e 
Pe
ar
so
n 
Co
rr
el
at
io
n 
ch
an
ge
 
Si
g.
 (
2-
ta
ile
d)
N
Aw
ar
en
es
s 
of 
cli
m
at
e 
Pe
ar
so
n 
Co
rr
el
at
io
n 
ch
an
ge
 
Si
g.
 (
2-
ta
ile
d)
N
Be
ha
vi
ou
r 
ta
ck
lin
g 
cli
m
at
e 
Pe
ar
so
n 
C
or
re
la
tio
n 
ch
an
ge
 
Si
g.
 (
2-
ta
ile
d)
N
VOoo
CN
O
Ta
bl
e 
23
: 
M
ed
ia
 
Ex
po
su
re
 
(R
ea
di
ng
 
N
ew
sp
ap
er
) 
of 
the
 
Pu
bl
ic 
to 
In
fo
rm
at
io
n 
in 
Te
rm
s 
of
 
Th
ei
r 
U
nd
er
st
an
di
ng
, 
Aw
ar
en
es
s 
an
d 
Be
ha
vi
ou
rs
 
fo
r 
Ta
ck
lin
g 
Cl
im
at
e 
C
ha
ng
e
Be
ha
vi
ou
r
ta
ck
lin
g
cl
im
at
e
ch
an
ge
l a s- T - .25
2" .00
0
18
31
.2
92
"
.00
0
18
31 1
18
31
Aw
ar
en
es
s 
of
 
cl
im
at
e 
ch
an
ge
CO 00 CO 
O  T -  00
.5
37
”
.00
0
18
31 1
18
31
.2
92
"
.00
0
18
31
Un
de
rs
ta
nd
in
g 
of 
cl
im
at
e 
ch
an
ge
-.0
22
.3
45
18
31 1
18
31
.5
37
"
.00
0
18
31
.2
52
”
.00
0
18
31
Re
ad
in
g
ne
w
sp
ap
er
1
18
31
-.0
22
.3
45
18
31 CO OO CO 
O  T -  00 -.0
27
.2
47
18
31
Re
ad
in
g 
ne
ws
pa
pe
r 
Pe
ar
so
n 
Co
rre
la
tio
n 
Si
g. 
(2
-ta
ile
d)
N
Un
de
rs
ta
nd
in
g 
of 
cli
m
at
e 
Pe
ar
so
n 
Co
rre
la
tio
n 
ch
an
ge
 
Si
g. 
(2
-ta
ile
d)
N
Aw
ar
en
es
s 
of 
cli
m
at
e 
Pe
ar
so
n 
Co
rre
la
tio
n 
ch
an
ge
 
Si
g. 
(2
-ta
ile
d)
N
Be
ha
vi
ou
r 
ta
ck
lin
g 
cli
m
at
e 
Pe
ar
so
n 
Co
rre
la
tio
n 
ch
an
ge
 
Si
g. 
(2
-ta
ile
d)
N
r~oo
CN>
Ta
bl
e 
24
: 
M
ed
ia
 
Ex
po
su
re
 
(W
at
ch
in
g 
Te
le
vi
si
on
 
/ 
Re
ad
in
g 
N
ew
sp
ap
er
) 
of 
the
 
Pu
bl
ic 
to
 
In
fo
rm
at
io
n 
in 
Te
rm
s 
of 
Th
ei
r 
Un
de
rs
ta
nd
in
g 
of 
Cl
im
at
e 
C
ha
ng
e
CO
co  LO OJ 
g j i -  co
r j"  CO CO
fe l
I s
5 0
u, 2  O O O
UJ
CO
m
i ain ro ’5 Qj
l l  
I I . I
O
2
g
Iq
3
CL
CD
CDQ.Cti
CL
1
^  CD 
O) g)
%
CD
CC
£=
g
"g
's
?
O)cI
23(O
a
Lu
cg
‘s
OJ
CD
1
CO
_ c
O
CD
"co
E
b
I
1
!
CD
iS
O
co
E
f i
c
co
"co
E
£c
co
IIro o m
m
O  CO CD O O 
O  CM (O
CO CM -M- 
05 T-
O  CM 
§ O
cm m  lo
■M- t- O 
CM O  
x t
c a o «0
I
Ql
C
28
8
2
o
!q
Z3
CL
Q)
(D
Q.03
CL
1
Z
O)
c
<D
O )
Ccc
x :
0
1
E
13 °0)
cc
c0 
"œ
1
?
CD
CI
23
W
I
CC
g
CD
CM
CD
1
h -
CD
I
5 -
CD
_C
h™
O
CO
E
Q
C
O
"(C
E
S
C
V)
iic o
œ
h~ ■Sh
T)- T- O
m  co oo
co en co
IO  CD 
CM O
.1 a
V) co "5 Qj
1 1
N
e a
S S 2
ON
oo
CM
